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POSTER CHALLENGES IN LANCASHIRE : 
REPUBLIC OF IRELAND SUPPLEMENT 


Advertiser's 
eekly 


5. 
PEK 
GoPY 


ORGAN oF 


BRITISH 


“Readany N 


“I'm writing it, 


try?” asked Mr. Punch 
“An Adverse 
Alphabet about things On The Way | p. Listen 


v Elizabethan poe 


snapped the Advertiser 


L is for Living (the cost of foie gras, 
M is for Money — a mourntul ha! ha 
N's for a Nation of shabby-genteels, 
© is for Overheads — head over heels — 
P is for . mr 
But Mr. Punch had heard quite enough of 


“P is for Punch!” he said “firm as a rock! 


Q is for Quite unatiected by shock 


R is for Rates which have nor got the fidgets 


S is for Schedules which stick to their budget - 


“Rotten bad rhyme... .”’ said the Advertiser. “ But 


” 


iM fru 


“Of course it is!” cried Punch. “ My rates stand pat, 


Sir, whole page or single column, black-and-white or 
And of course 


With every day that passes, with every 


glorious colour you see what that 


means? ... 


yO. 


twinge of the Cost of Advertising, a page in Punch is 
worth more and more!" 

“Your prose is as persuasive as your net sale,” said the 
\dvertiser. “How's your readership doing?” 
“Nicely, thank you,” said Mr. P. 


. . . everybody picks up 


OUNCH 


JOHN L. VERRINDER, ADVERTISEMENT MAY‘AGER. 


“PUNCH”, 10 BOUVERIE STREET, LONDON, E.C.4 


ADVERTISING 
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ADVERTISER'S WEEKLY 


WOODWORKING 
INDUSTRY ° 


160 FLEET >TREET, E.C.4 


The Technical Journal 
ol the limber, Plywood 
and Veneer Lsing 
Industries 


An Answer 
From Milhado 


Simin my circular 
the agencies, | said thal adverts 
ing Campaigns requiring specia) 
work io the country concerned 
should go via overseas agencies, 
bul thal he campaigns compictely 
worked out in London by the 
English agency, should be passed 
on to the London representative 
ot those foreign papers 

Mr. Drost (A.W., May 22) will, 
no doubt, beheve me when I say 


ictier Ww 


IN THIS ISSUE— 
Vincent Steer gives some advice 
on how to improve publication 

settings page 450. 
NEAT WEEAR'S issue will include 
the story of Ascot water heater 

publicity. 


that space buyers of many large 
agencies in England know the 
foreign markets as well as their 
that country 

cases know 

a distance 
broade 
in a clearer perspective 

who live in the country 


colleagues in 
In many 
because 


Uvey 
being al 
they ean sec the 
lines often 
than those 
concerned 


better 


1 am glad to say thal 
the circular ictter Was 
to agencies 
plate changing 
are now strictly separating 
which need 
assistance from thi 
not need this assist and can 
be booked direct with the London 
representative of the papers con 
cerned 


Siffec 
sent out 
several now contem 
their and 
cam 
overseas 
se which do 


policy 


paigns 


imece 


Atpert MiHape 


Managing Director 
Albert Milhado & Co, Lid 


STAMOS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


To The Editor.. 


ge ‘yr 
The Long And The 
Short Of It 
Sim, Is Ubere a danger of our 
espected typographical caperts 
nonsense’ =< ieport 
Moriseo as saying You 
cCApect anyone Ww fead a 
with more than seven words 
Mm ih 
Surely it i Ot the aumber of 
words if a line, Dut the interest 
id readability of those words 
whch ws the chief factor Ihe 
lune and the syic 
the type, ele., wii DOL Macc 
anybody read the copy if ut is 
dead and lacking in wierest 
| am probably to be counted 
smong the Philistines im think 
ig that ail the tricks in the bag 
{ the typograpPical cApert must 
be ineffective if tne copy is lack 
ing iM interest There is, in fact, 
no special Mage in a line of 
seven words or less, if the words 
are not doing the job of creatng 
interest. 


engih of the 


Hagay Fow Ler 
Editor, 


The Master Builder 


¥ ps ’ 
Solid Success 
Sin,--1t was rather 
that the reproduction of the Life 
guard Paint advertisement on 
page 405 of your May 29 issue 
appeared opposite the report o 
the speech of Stanley one. 
as he claimed, two of the 
common faults of current 
‘rrisements were too much 
py and too solid setting, the 
Lifeguard Paint advertisement 
should have been a _ failure, 
whereas, Occupying only a one- 


infortunate 


TWENTY-FIVE 


June, 1927 


Plans were imaugurated for 4 
national campaign by the trawler 
industry Thx Brush Trawler 
Owners Federation aimed at pro 
ducing £50,000 a year for five years 
for publicity 

* * * 
need of cxtending the use ot 
tor direct selling was discussed 
v¢ annual meeting of the Federa 
of Master Printers at Scar 

rough 

. * 7 
religious newspapers of dif 
faiths and opinions launched 

publicity campaign 

* 7 

WS. Crawford was knighted for 
’ on the Imperial Econ 
and 


services 
wre € ommitice 


the Empire 
Marketing Board 


TEMPLE BAR 


2468 


eight! 24,204 
repucs! 

Here is a packed-tught adver 
usement with virtually no white 
space which js, never heiess, cye- 
catching, inviung and e¢asy to 
cad, persuasive and convincing 
How does Mr. Morison reconcile 
ome of his clams with the out 
standing success of this adver 
usement! 


page, it pulled 


-. D. Byrieto 
14 Little Thrift, 
Petts Wood, Kent 


Increasing Overseas 
Consumption 

Sim, Your issue of May 22 has 

just reached me (in Singapore), 

ot D. R 

the annual 


containing the report 
Grithths speech to 
conterence of LS.M.A 

Since last year | was in Africa, 
and as | am at the moment in 
Asia may I, from absolutely first 
hand knowledge, heartily endorse 
every word Mr. Griffiths said 

For Britush cxporters to suc 
ceed in these markets they must 
first of all produce the right goods 
at the right prices. Why, for ex 
ample, will Briush motor car 
manufacturers make no allow 
ance for the fact that the size of 
number plates varies with each 
country? USA. car manufac- 
turers don't make that mistake 
It's just a question of marketing 
technique 

Secondly, iu is not 
so much as 


production 
consumption that 
must be increased. As the deputy 
Australian High Commissioner so 
rightly pointed out at this 
1S.M.A. conference. there would 
have been no orders from 


YEARS AGO 


H. F. (Dan) Thiclé was appointed 
advertising manager of Tokalon. 
* * * 

Ihe first 
branded 


advertisement for a 
coal— Askern s—appeared 
* . * 
Several furnishing 
troducing the “no 
for hire pur 
esate agent 
without deposit 
* . o 
J. C. Akerman was elected presi- 
dent of the Thirty Club 
* * 7 
A publictty campaign to recapture 
the Asiatic markets for cotton 
goods was advocated in Lancashire. 
> >. * 
The Bystander carried a pull-out 
four-page panorama of the Ascot 
scene in full colour 


firms 
deposit’ 
business 
offered houses 


were 


hase 


also 


June 5, 1952 


Suppliers of Timber, 


Woodworking Machinery 
and Equipment will reach 
the big trade buyers 
in 


“WOODWORKING 
INDUSTRY’ 


180 FLEET STREET, E.C.4 
CHANCERY 8844 


Australia in 514 months’ ume any- 


ay. 

All LS.M.A. people will, 1 
KNOW, act seriously on this very 
sound advice from their contfer- 
ence, and set out to sell the con- 
sumer aDove all, by means of 
more international advertising. 

Ihe overseas promouon of 
ADVERTISERS WEEKLY will, of 
course, heip greatly in this work 

HENRY DESCHAMPSNEUFS. 
F C. Pritchard, Wood & 
Partners Lid. 
yp: e 
‘Timely Action’ 

Sik, —It us surprising how little 
direct relerence has been made 
m the trade press to the Daily 
Herald's umely action in cutting 
ts rates. I refer particularly to 
the 11 in. triple, which is reduced 
by over £100 an insertion, 

Surely the ume has come for 
the newspaper industry to make 
some gesture of relief to its ad 
verusers——particularly the regu 
lars-—who, for more than 10 years 
now, have been forced to take 
what was offered to them at the 
industry's price. 

MARK Quin 
Head of Publicity, 
J. Lyons & Co., Ltd 


Derby Day Colour 


Sin.—Please allow me to cor 
rect the impression that the Wilf 
Gilbert & Co. advertisement on 
the back page of the Birmingham 
Gazette on Derby Day was the 
largest space booked to appear 
on that page since the war. This 
is NOt so, but it was the largest 
post-war back page two-colour 
space. It was not the largest two 
colour space we have undertaken 
On inside pages we have had a 
full page and a number of half 
pages carrying a second colour 

KennetH W. Baiiey 
Advertisement Manager, 
The Birmingham Gazette 
and Despatch Ltd 


FOR ENTERPRISE 


ORIGINALITY & EFFICIENT 


SERVICE 


Generel Manager: G Lo McLELLAN 
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LIKE BRITISH GOODS 


Give Canadians the opportunity of buying 
‘your product. . . tell , what you have 
and where they can get it .. . and you will 
find that Canada’s traditional respect for 
British quality and workmanship is still a 
major reason why Canadians like . . . and 
buy British goods, 


In this thriving giant of a country lie 
untold sales opportunities for the British 
manufacturer and exporter. From Coast to 
Coast, in cities and towns, in villages and on 
farms, Canadians aré earning more today 
than ever before in history. 


F. A. Smyth, British representative of 
the Southam Newspapers of Canada, at 
30-40 Ludgate Hill, London, E.C.4, has 
the facts and figures of a valuable portion of 
this vast market—the more than 1,500,000 
readers of Southam Newspapers in four 
fast growing provinces. Your enquiry will 
bring the complete story. Write, or phone 
City 2784. 


Cb SOUTHAM NEWSPAPERS OF CANADA 


The Ottawa Citizen . The Hamilton Sp 

The Winnipeg Tribune . The Medicine Hat_News 

The Calgary Herald : The Edmonton Journal 
The Vancouver Province 
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ADVERTISER'S WEFKILY 


June $, 1942 


There's CONFIDENCE 
in The Sphere ! 


WHEREVER INFLUENTIAL people meet—men 
and women alike—vyou will find THE SPHERE. 
In well-to-do homes in Britain and in many 
parts of the world, In Board rooms and in 
the libraries of the Societies. In hotels and 
clubs; messes and wardrooms; aboard 
ships sailing the seven seas and aloft with 
the world’s air lines. THE SPHERE is indis- 
pensable, not only for its graphic reporting 
of home news and world affairs, for the 
History recorded in its pages, but because 
THE SPHERE, unlike any other illustrated 
newspaper, keeps readers in touch, week 


by week, with industrial and commercial 
development at home and in the Common- 
wealth. For over half a century THE SPHERE 
has followed this editorial policy; today it 
is respected, trusted and enjoys the 
complete confidence of its readers. 

Advertising in this great publication, 
alongside editorial so well regarded, is of 
inestimable prestige and institutional 
significance. THE SPHERE has shown on 
innumerable occasions that it can sell 
good merchandise in Britain and secure 
enquiries for it from all parts of the world. 


FRANK DUNN, ADVERTISEMENT MANAGER, INGRAM HOUSE, 195 STRAND, LONDON, W.C.3 


(TEMPLE BAR 5446), MANCHESTER: 55, MARKET 


STREET (MANCHESTER, BLACKFRIARS 4109) 
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INTRODUCES YOUR 
PRODUCTS TO THE 
HOMES OF 


NORTHERN 
IRELAND 


Vol. 156 


Advertiser's 
Weekly 


The Organ of British Advertising 


No, 2,032 


THURSDAY, JUNE 5, 


1952 


en 


INTRODUCES YOUR 
PRODUCTS TO THE 
HOMES OF 


NORTHERN 
IRELAND 
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Selling Is Answer To Economic 


Problems, London I.S.M.A. Told 


CORONATION 
SOUVENIRS 
COMMITTEE 


The Council of Industrial 
Design, at the request of the 
Board of Trade and with the ap 
proval of the Home Office, the 
Lord Chamberlain, and the 
Keeper of the Privy Purse, has 
formed a Coronation Souvenirs 
Committee under the chairman- 
ship of Miss Audrey Withers, 
editor of Vogue 

Purpose of the committee is to 
promote a high standard of design 


in souvenirs made by British 
manufacturers for the corona- 
tion Submissions are invited 
from firms working in any 
material, and designs may be 
submitted, in the first instance, 


in the form of drawings, models 
Or prototypes. 

Designs that are accepted by 
the committee will be included in 
a new section of the council's 
Design Review devoted exclu- 
sively to coronation souvenirs 


‘Give Designer 
His Head...’ 


Industry should plan exhibition 
stands well ahead, said Sir Stephen 
Tallents, chairman of Cockade 
Ltd., exhibition designers, con- 
structors and model makers, 
speaking at a luncheon mecting 
of the Institute of Public Rela- 
tions on Wednesday. 

“Form a committee to decide 
which sections of the firm should 
ve featured,” he said. “Then give 
ene person the responsibility for 
display and design of the stand. 
Give the designer time to come 
into the firm and absorb the busi- 
ness. Give him his head from the 
attistic point of view. Timely 
efficiency is the keynote of a suc- 
cessful exhibition stand. Do 
things quietly and with some fore- 
thought 


Salesmen have the biggest assignment ever given to a group 
of people—the idea of selling prosperity. This challenge 
E. C. Lee (director and cr 


given on Wednesday by E. 


, Arthur Sanderson Ltd.) to the Incorporated Sales 


«’ Association London 


“Through our thousands of 
representatives we can give people 


the idea of prosperity for the 
asking!” he claimed 
Prosperity could and would 


return to this country as soon as 
we would let it 

There are very few people in 
this room who understand what 
this economic crisis jis about,” he 
asserted. “What is the good of 
asking the working people to in 
crease their production when you 
don't give them some promise of 
what they will enjoy if they are 
successful?” 

A similar note was sounded by 
E. H. C. Leather, M.P. (who is a 
member of LS.M.A.) when review 
ing the economic situation 


1 have only one remedy for 


every economic problem,” he 
said, “and that is—to sell!” 
To-day there were still ele 


ments of inflation in some capita! 
goods industries, while in some 
consumer-goods industries there 
was the very reverse. Some 
people were fighting for a sale, 
while others were sitting down 


complaining that they could not 
sell 

Free enterprise must be enter- 
prising,” he said. “The initiative 
must he with the salesman!” 

Mr. Lee--who was presented 
with a wallet and gold pencil in 
recognition of his 13 years’ work 
as hon. secretary of the Branch 
announced a plan for forming 
groups among Branch members 
for the purpose of discussing 
matters of common interest. 

E. J. Silverman (managing 
director, Reliance Telephones) 
Was presented with the Allardyce 
Palmer Golf Trophy and a cigar- 
étte lighter 


. 
Incentive 

A series of addresses on “In- 

centive From Achievement,” 


Started two months ago by Lord 
Bilsiand, have been instrumental 
in bringing many new members 
into Glasgow branch of the In- 
corporated Sales Managers’ Asso- 
cation 

One newcomer is T. K. Lawler, 
sales director of the India Tyre 
& Rubber Co., who finds himself 
speedily honoured in having been 
chosen to deliver the closing ad- 
dress in the series to-day (Thurs- 
day). 


seeeeeeee eee eee eneeeeeee eeeeeeeeeeee 


In The Birthday 


Honours List 


Awarded the O.B.E. 
day's Honours List are: 

Sh Hurley 
secretary, Printers’ 
Corporation, 

Richard N 


i; 


Pension 


nformation, 
Frederick Aldous, export 
mavager, British American 


Tobaceo Co.; 

Oliver Charles Watson, 
of finance division, 
C.o.L, and 

4A£cG.A. BM. 
journalist 
the Daily Express 


Preerrrrirriri itt irre iT 


e 9 
‘News Chronicle 
*A? ‘a? 

Ends ‘A’ and ‘B 

The system of “A” and “B" 
editions of classified advertise- 
ments has been discontinued in 
the News Chronicle 

The new rate per line is 15s. as 
against the previous charge of £1 
per line for total coverage and 
10s. for split coverage. 

This is, in effect, a reduction, 
points out Gordon W. Fetch, 
manager, classified advertisement 
department, because in the cate- 
gories that had ‘mainly appeared 
in alternate copies—situations 
vacant, official, professional and 
overseas appoimtments,; and 
hospital staff-—most advertisers 
had opted for full coverage 

Semi-display is again available 
for “Situations Vacant” and 
“Motors.” 
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Official 
Record 
Of LA.C. 


[EX RIBED by Lord 
Mackintosh of Halifax 
as completing the “first phase 
of Conference activity,” the 
official record of the Inter- 
national Advertising Confer- 
ence is now being sent to all 
delegates to the Conference, 


both at home and overseas 

The second phase states 
Lord Mackintosh in his Fore 
word, “will bring into sharp focus 
the lessons learned at the Confer 
ence and will produce a measure 
of activity on behalf of adver 
{ising This wi underline the 
belief, which I am sure we all 


share, that the best form of self 
capression for advertising i the 


raintenance of the highest stan 


dards of ethics and practice.” 

A message is contributed by 
Sir Miles henna president of 
the Advertising Association, who 
pays a warm tribute to Lord 
Mackintosh, and to all those 
who “so readily gave time and 
money and who helped in so 
many ways’ 


Recalls Conference Ideals 


Sir Miles concludes his message 


by quoting the Patron of the 
( onterence, the Duke of 
Gloucester 1 believe, myself, 
that the most inyportant task of 
all of us is to keep that free 
world free,” 

Produced for the Advertising 
Association by The Times, the 
record w a volume of 159 
pages, printed On imitalion art 
paper, crown quarto, bound in 
full navy-blue cloth and gold 
blocked on the front cover 
It reports all the main and 


specialised sessions, reviews by 
rapporteurs, and resolutions, lists 
the conference organisers, officers, 
and and includes an 
summary of acknow 


delegates 
PN pressive 


ledgments 


In addition to its scores of 
portran’ photographs, which in 
clude many of the leading per 
sonalites, both male and female, 
io 6 Brith advertising and pub 


ishing, as well as 
le le gates t 


many foreign 
also shows pictures 


ff the social side, including the 
gala performance of “Late Night 
Theatre” at Drury Lane 

It is the Advertising Associa 
tion's belief that the book will be 
a continua minder of the spirit 
and the International 
Advertising Conference, states 
L. FE. Room, director general of 
the Advertising Association 


Guide Crossword 
Published this week by A. § 
Berry, hotels 3 general adve 


souven guid ot 
Budicigh Sal 
includes a crossword or 
weekly prizes are offered 


nf 
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: Brighter Cans 
: Save Money 


Batchelors Peas Lid, of 
Sheffield, who buy nearly 
one-fifth of the 700 miulhon 
cans used by the industry 
each year, have been quick tc 


take advantage of the new 
process by which labels are 
printed straight on to the 
cans 

They estimate the process 
will save them a farthing on 
every dozen cans, which sav 
ing will increase as produc 


tion speeds up 

The new Batchelors cans 
in green, red and gold, have 
been welcomed in the grocery 
trade as being bright and 
smart in appearance 


Perr eeeri Citi) 
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HOLIDAY 
RUNABOUT 
TICKETS 


evet UNAIPRTOD TRavEL 
Qay? 'N TiS DISTRICT 


Free as a bird” is the motif used 
by the North Eastern Region of 
Britith Railways for posters, press 
ads. and handbills, publicising she 
seven-day holiday runabout tickets 
The campaign covers ten areas 


Ro 
Colour 


A new fast-running 
with extensive colour 
stalled for St. Clements 
mentioned by Viscount 


. 
With 

*ne,* 
acilities 
rotary press 
facihties, i 
Press, was 


Bracken, 


chairman, Financial Times Ltd., as 
the most important single item in 
con iments amounting to £191,000 
{ he purchase of plant and mach 
nery. It os anticipated, he said, that 

would undertake many jobs 
besides producing the Financial 
Times 


Comfortable, smart 


> 

Information Room 

A new information room, de 
signed by Charles Kenrick, has 
been opened at London Press 
Exchange Lid 

It offers the combined services 
of a réading library and 
information centre 
primarily intended for 
of the staff. On the screen on 
the left of the picture will be dis- 
played some of the current ad 
vertisements produced by the 
agency, the alco will house 
examples of latest trends in pack- 
aging and display, and the centre 


room 


ves 


panel will be used for outdoor 
work 

Mrs. Susan Roberts is in 
charge 


. 
Newspaper Finance 
Associated Newspapers (Daily 
Mail, London Ff News and 
Sunday Dispatch) recommend a final 


vening 


dividend on the deferred shares of 
174 per cent, making 25 per cent 
for the year ended March M, 1952 
t profits increased from 

£633,548 to £1,072. 558 
A decline in group profit of 


Odhams Press 
£936,933 for 1951 is 
preliminary statement 


Dividend on the £846,000 Ordin 


£1.062,347 to 
shown in a 


from 


ary capatal i maintained at 20 per 
cent, less tax, with an unchanged 
final dividend of 1S per cent 


June $, 1952 


EDINBURGH WILL 
WELCOME POSTER 
CONFERENCE 


Poster men will be going to 
Edinburgh carly next week for 
the annual conference of the 
British Poster Advertising Asso- 
cation which opens with a pre 
liminary day of golf and outings 
on Monday The conference 
proper opens with a civic wel 
come by the Lord Provost of 
Edinburgh at the venue, the 
North British Hotel 

Highlights of business sessions 
will include an address by E. H 
Doubleday, Hertfordshire County 
Planning Officer, on “A County 
lanning Control,” and discus- 
sions on “Modern Planning 
Systems and Visual Aid Devices” 
ind on “Raw Materials.” 

On the social front, there will 
de a civic reception and dance, 
and on Wednesday, the closing 


night of the conference, the 
BPA.A. annual dinner and 
dance 


David Allen & Sons Ltd., are 
arranging an advertising site-see- 
ing tour in Edinburgh, Glasgow 
and other towns, as well as a 
demonstration of three methods 
*f posting and paint spraying 


Publishers Meeting 
In Brussels 


The Sth annual congress of the 
International Federation of 
Newspaper Publishers is being 
held in Brussels 

The Newspaper Society dele 
gation is headed by the president, 


Kenneth Brown, and comprises 
Tl G. Moore, senior vice-presi- 
dent, W. T. Curtis-Willson, H. G 
Clarke and H Davies 
(director) 

Mr. Curtis-Willson is speaking 


this (Thursday) morning, on sub 
stitute raw materials for news- 
print, and Mr. Davies, this after 
noon, on fiscal regime and mea 
sures taken in favour of the press 
m certain countries 


CONTRACTORS SEEK A.A. AFFILIATION 


The Advertisement Contractors 
Association at their annual meeting 
in London last Thursday, decided to 
make a fresh approach to the Ad- 
vertising Association for affilia- 
tion 

The S.G.B 


chairman nett, said 


that although membership was low 
(18 full members and associate 
nembers) he felt that they had a 
good nucleus. They should look on 


themselves as 

J. V. Tame (Globe Illustrations 
(London) Lid.) complained that the 
members were not taking sufficient 
advantage of the Association. He 
was continually hearing of cases of 


pronecrs 


money bemg taken for advertise- 
ments in bogus publications He 
felt certain that other members 
heard of similar cases but never 
troubled to report them 

“We must chase these people io 
the butter end.” he said We must 
ok cLion against them 

In his annual report the secre- 
tary. D. Barnard (Kilroy Lid.), 
said: “It is essential, in order to 


preserve the good name of our 
profession, for us to co-operate and 
agree on a code of ethics in prin- 
ciple and to do our best to encour- 
age all advertisement contractors, 
however large or small, to join with 
us im seeing that the good name 
of advertising is preserved.” 

He believed that there had been 
fewer instances of advertisers pay- 
ing money for space in publications 
which were not printed, and fewer 
cases of other abuses. This was no 


dou duc, to a certain extent, to 
the fact that the bogus advertise- 
ment contractors were aware that 


there was in existence an organisa- 
tion watching the interests not only 


of their profession but also of 
advertisers 

Officers re-clected were: chair- 
man, S. G. Barnett; secretary, D. 
Barnard. treasurer, S. D. V. Rogers 


(Allied Advertising (London) Ltd.); 
council, R. Joel (Classic Publicity 
Lid.) J. V. Tame (Globe Iilustra- 


tions (London) Lid.) with the addi- 
uion of S. G. Smith (St. John’s Pub- 
licity Co.). 
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Miss Doris Richardson, advertisement director, Norman Kark Publications 

receives the Chadwick Cup for the best direct mail campaign of not fewer 

than three shots, from Sir Frederick Rowland, president, British Direct 
ail Advertising Association, and a certificate from Arthur Chadwick 


Blue Ribands Of Direct 
Mail For Best Shots 


Five awards—blue ribands of direct mail—were presented 
last Thursday at a luncheon of the British Direct Mail Adver- 
tising Association by the president, Sir Frederick Rowland, a 
former Lord Mayor of London. 

For her entry for the best 


po — 7 aan | Lewis (Block & Anderson), 

a a. ae . Miss Charles R. Watson (Kirkland 
we e ots, } - 

Thesis Richecdeon. of Desmen Bridge), F. T. Day (Samuel Jones 


Kark Productions, received the & Co., Ltd ), and Mrs. Warde 
Chadwick Cup, presented by Sir Frederick Rowland was 
Chadwick-Latz Ltd. thanked for presiding by A 


The Kirkland Bridge. Silver Edward Jones, chairman 
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"Prejudices Says @.C. 
OLDHAM ‘CHALLENGE 
CASES’ ARE HEARD 


Lope that the local authority 


“intended to clear a lot 


of advertisements if the Ministry supported their attitude” 
was given on behalf of the council at a planning inquiry in 


Oldham last week, 

Appeals had followed a chal 
lenge to certain advertisement 
sites in Union Street, Oldham 

The ground for refusal to per- 
mit continuance of use as adver- 
tisement sites had been one of 
amenity. Three of the sites had 
been used for advertisement dis 
play for 40, 41 and 32 years. At 
one site a rest garden had been 
laid out recently 

C. T. B. Leigh, appearing for 
Wild & Co, Ltd, of Union 
Street, Oldham, and the Oldham 
Billposting Co., Lid, of Clegg 
Street, Oldham, claimed that if 
the loca! authority wanted to do 
anything with Union Street they 
should pull down al! the mills 
and workshops and change the 
surrounding scenery It was a 
heterogeneous block with all sorts 
of users, and could not be termed 
a residential or high-class busi- 
ness area. 

J. H. Worrall, managing direc- 
tor of the Oldham Billposting 
Co., pointed out thaf the com- 
pany was under varying periods 
of contract with advertisers and, 
were these sites refused, there 


Tankard, for the most original 
single letter, went to Ralph Jud- 
son, of B.B.C. Publications adver 
tisement department, for a witty 
letter enclosing a compressed 
sponge bearing the words Radio Guild in Belfast, the Northern 
Times Swells Sales.” Ireland Minister of Commerce 

Two winners were successful (Mr. W. V. McCleery) said: “Il 
for the second year in succession am satisfied that now, if ever. is 
They were F. Perkins Ltd., Peter- the time when the publicity work 
borough (represented by L. W. i of the Irish Linen Guild should 
Hancock), who won the Block & be pushed to the maximum 
Anderson Cup for the best house 
journal; and British European 
Airways (represented by R. J 
Britton) who again carried off the 
Samuel Jones-Howard Smith Cup, 
presented by Samuel Jones & Co.., 
Ltd.. for the best single direct 
mail letter. 


Best Staff Journal 


A special prize of a copy of 
the Penrose Annual presented by 
Mrs. Beatrice Warde (Monotype 
Corporation) for the best staff 
journal went to Ofrex Ltd. (repre- 
sented by W. C. L. Bell) 

Honourable mention  certifi- 
cates for the Chadwick Cup went 
to Fred Smith Ltd. Grimsby 
(whose agents were Ruddocks 
Advertising Agency) and J. P. 
Harvey & Co., Ltd, Kidder- 
minster 

Comments on the award were 
made by the three adjudicators, 
1. Max Bemrose. C. V. Nye, and 
Major C V. Wattenbach. and 
brief remarks on behalf of the 
donors were made by Arthur 
Chadwick (Chadwick Cup), E. F 


Speaking at a luncheon under 
the auspices of the Irish Linen 


“It would be extremely foolish 
te interrupt the continuity of the 
publicity campaign because of the 
temporary set-back in the trade 
On the contrary now is the time 
when the campaign should be 
enlarged and intensified 


“In view of the serious unem 


ference at St. Annes-on-Sea. 


‘Step Up Publicity For Linen’ 


ployment situation you may be 
sure that 1 will be prepared to 
consider sympathetically any 
proposals for continued Govern- 
ment support of the Guild's 
activities 

“I hope that the trade will also 
demonstrate their confidence in 
the Guild’s work by maintaining 
Or even increasing their contri 
butions to its funds. This would 
be the best way of convincing 
the Government of the need for 
a joint effort by trade and 
Government to extend as quickly 
as possible the publicity cam 
paign in the markets of North 
America.” 


A section of the party of members of the Incorporated Sales Managers’ 

On the right of the national chairman (R. 

Group advertisement director) is Lord Derby, and Edwin McCarthy, deputy High Commissioner for Australia. 
On the left of Mrs. R. H. Penney is Cyril Osborne, M.P., and Geoffrey Hirst, MP. 


were no alternative positions ob- 


tainable in Union Street 
It was agreed, said the 
deputy town clerk, that in an 
industrial town different stan- 
dards had sometimes to 
applied, but the local planning 
authority in Oldham was 
attempting to clean up the 
town from the advertisement 
site point of view. Innocuous 
as they might be in themselves, 
these advertisements—in the 
view of the Oldham planning 
authority—constituted an _ in- 
jury to Union Street 
When appeals by two other 
contractors, Star Solus Sites Lid 
and National Solus Sites Ltd., 
were heard, it was pointed out 
that during the rm seven years 
Star Solus Sites Ltd. had paid to 
the focal authority £280 in rental 
and rates in relation to a site at 
George Street, Oldham 
The planning authority did ob- 
ject to the attitude—not neces- 
sarily of these particular con- 
tractors—-that because Oldham 
was, primarily, an industria] town 
it was proper that it should be 
made “a dumping ground for ad 
vertisements.” So far as lay 
within its power the authority in- 
tended to clear a lot of these ad 
vertisements if the Ministry 
supported their attitude 
Referring to a challenged site 
A. M. Lyons, O.C., for National 
Solus Sites Ltd.. said the only 
witness that could matter was the 
site itself. There was no judicial 
argument, but merely a prejudice 
against advertising 
For the Council it was said that 
they had been reasonably tolerant 
of the new regulations Since 
the appointed day no fewer than 
165 commercial advertising signs 
had been allowed in Oldham 
The Ministry's decision will be 
made known later 


Association atiending the recent con- 


H. Penney, Northelifle Newspapers 
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Best Trade Stand 


( N Holmes 


promotion 


mamas er sales 
department, Ford Motor 
Company Lid., receiving from Lord 
Belper the Steeple Cup awarded to 
the Campany for the best trade 
stand in the Bath and West Show at 
N ottingham in a speech at the 
presentation, Sir Patrick Gower 
KBE said that from the educa 
tional and display point of 
this was the best stand he had seen 
in five years of judging 


25 Years Of 
» . . 
Publicity 

An exhibition 
duced by the publicity depart 
ment of the Mond Nickel Co 
Ltd., during the past 25 years was 
staged at the Curzon Street head 
quarters of the company last 
week 

It marked the silver jubilee an 
niversary of the Bureau of Infor 
mation on Nickel which was 
founded with branches in this 
country and on the Continent to 
offset a slump in the nickel mar 
ket which followed the first 
world war 

On show were press advertise 
ments, technical brochures, house 
magazines and photographs of 
exhibition and display material 
tracing the development of pub 
heity for nickel and allied alloys 
ind metals over the last quarter 
of a century 


Belgian Ads. On 


Parade 
To signalise its 
the World Week 
Belgian Federation de la Publicité 
has issued a spiral bound book 
Vente and Publicité, which collates 
articles on the role of publicity in 
national life and gives many speci 
mens of Belgian advertising 
Exhibiting a high level of presen 
tation, design, printing and colour 
work, the book has a stylised cover 
deugn of a multicoloured cock 
crowing, against a yellow ground 


view 


of work pro 


participation 4 


of Publicity, the 


16 Test Questions 


Sixteen test gu ms applied to 
press advertisements before they ap 
pear are listed in a folder entitled 
Press Advertisements Successivity 
Test, issued by Auger A Turner Lid 

Object, market definition, pos 
thomr—and “Does the advertisement 
attract the reader's roving cye dl 
hold it’ are among the tests 
which a press advertisement is sub 
jected by this agency before it 
submitted to a client 


428 


NABS Expects Record Year 


At the National Advertising 
Benevolent Society's festival din 
ner at the Connaught Rooms 
London, on June 12, the presi 
dent, A. C. Duncan (chairman of 
Odhams Press Ltd.) will announce 
he sum raised for the Society's 

nds during his year of office 

This, it is expected, will be ar 
ui-time record and a substantial 
the figure for any 


‘ 


advance on 
previous year 

Special events in aid of 
N.A.BS. this year have included 
the world premitre of “Robin 
Hood” at the Leicester Square 
Theatre, London; the provincia 
premiere of the same film at the 
Odeon, Manchester, a football! 
match between the two F.A 
Amateur Cup finalists, and a 
road safety competition organised 


with the co-operation of the 
Daily Herald 

Summer Pie will be pub- 
lished by Odhams Press in aid of 
NABS. on the day of the 
festival dinner, and an estimate 
of the amount raised by this will 
be included in the figure an- 
d by the president 

Speakers at the dinner 
nclude Lord Mackintosh 
Halifax, Dr. Charles Hill, 
Hubert A. Oughton, 
honorary treasurer, and Douglas 
Woodruff, chairman, Tablet Pub- 
shing Co 

4 few tickets for the dinner are 

available, 25s. cach Appli- 

cations should be addressed to 
he organising secretary, N.A.B.5 
Dinner, 96 Long Acre, London, 
Wc. 


nounce 


HOUSE ORGANS INTERNATIONAL CONTEST 


British house journals won 
third and fourth places in the 
International House Journal Con 
test arranged by the International 
Council of Industrial Editors and 
judged by the Northern Califor 
nian Industrial Editors Associa 
thon 

Third 


Magazine 


place went to 

house journal of 
Richard Thomas & Baldwins 
Lid, London, edited by Bryan 
Samain. Out of a possible 1,000 
points it was awarded 848, with 
full marks for story layout and 
front cover 

Newsreel, house 
J. & P. Coats, Lid. Glasgow, 
edited by Miss Rosina A 
McIntyre, won a fourth award 
for story layout. 

Both winning British entries 
were submitted by the British 
Association of Industrial Editors 

First and second prizes went 
respect vely to Today (Inter 
national Harvesting Co., Chicago) 
and The Standard Oiler (Stan 
dard Oi! Co., San Francisco) 


Ingot 


journal of 


‘NEON’ SHOE CLEANER 


A white suede cleaner has been 
introduced by J. S. Smith (Mulli 
quied) Lid. under the name of 
Neon white powder 


ry Milne hands over presidency 

vhs to Fernand Hourez 
next to Mr 
of L 


of the International 
president 
Milne is Ivan Luckin 
ondon 


7 ‘Choose Your Ad’ 


. 

Say Aer Lingus 

A folder reproducing a number 
ot general and regionalised Ae: 
Lingus newspaper advertisements, 
under the heading “Pick the ad 
vertisements you want” has been 
produced by the advertisement 
department of the Irish air line 
ind circulated to trave! agents in 
Great Britain 

An order form 
te enable the travel 
dicate which blocks 
like supplied 

Five days after the folders were 
dispatched Acr Lingus had 
received 70 D request s for blocks 


500 SAT FOR 
A.A. EXAMS 


Examiners are now marking 
the papers, set in 15 subjects, for 
the Advertising Association Dip- 
ma Examinations held May 


0-23 
Some $00 students sat in 17 
hroughout 


ncorporated 
agents to In- 


they would 


ecXamination 
Great Britain an 
and North Africa 


I ederatio 
Publicity Club of 
chairman-clect 


n of Pub- 
Brussels) 
Publicity Club 


slic Vie 
Rex Publicity Studios 
have now moved to 
at 25 Greenhead Street after more 
than 20 years at 9S Renfield Street. 
The new studios are described as 
the largest and most completely 
equipped display studios in Scotland 
and are situated in the centre of 
Glasgow Green The advertising 
agency remains at 87 West Regent 
Street. 


in Glasgow 
new premises 


‘Natives Trust 
Branded Goods’ 


The South African native trusts 
branded goods, according to the 
report of the “Evan Stuart 
Macpherson” Trade Mission to 
South Africa and Southern 
Rhodesia, issued by the Man- 
chester Chamber of Commerce 

“This Mission sees in the native 
a discerning and important buyer, 
with a keen eye for goods which 
command attention because of 
their quality and design,” states 
the report. “This is particularly 
the case in regard to goods which 
bear a branded name—the trade 
mark associated with goods which 
appeal to the native mind is a 
sure seller.” 

The Mission urges British 
manufacturers and exporters of 
cotton and rayon textiles to pay 
close attention to changing 
fashions 

“South Africa is closely follow- 
ing American trends and is in no 
mood to accept what Lancashire 
feels the market should take.” 


U.K. Paper Record 
Output 


U.K. paper production in the 
first quarter of 1952 was the highest 
quarterly figure yet recorded, 
according to the Board of Trade 
Journal 

At a level of 104 per cent of the 
pre-war rate, total output was 9 per 
cent higher than in 
quarter of last year 
production was increased by 
coming into operation 
newsprint machine and 
March, at 78 per cent of the pre- 
war rate, set up a post-war record 

Although the average rate of 
board production in the quarter, at 
143 per cent of the pre-war rate, 
was the highest yet recorded, there 
was a sharp fall in output in March, 
owing mainly to a drop in produc- 
tion for ging. 
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W.C. Strachan Is Awarded 
The F. E. Cook Cup 


The F. E. Cook cup, 
awarded annually to the mem- 
ber rendering distinguished 
service to advertising and/or 
to the Club, has been awarded 
to William C. Strachan, for 25 
years honorary press officer for 
the Publicity Club of Leeds. 

“citation signed 


years as hon 
ress officer 
e make this 
a Silver Jubi- 
lee Cup Year Ww. ¢ 
by award 
him this wel 
deserved trophy. His 17 years’ con- 
tinuous membership of the execu- 
tive committee adds lustre to the 
grand record of attendances he has 
nade at all our mectings. Jolly 
good work and a splendid achieve- 
mem.” Robert Williamson was 
elected president of the Publicity 
Club of Leeds, and C. Roderick 
Gallant, chairman, at the annual 
eneral — of the club last 
hursday. "§ Seton was elected 
vice-chair a. and the following 
were appointed to the executive 
J. H. Bowden; FP. H. Dutson; 
C. H. Dyson; C. Roderick Gallant ; 
Hall ; H. Lomas, S. J. Min- 
R. S. Seton; 
A. Steel, H. J 
. Whittall; H 
Strachan, and Miss 
Hon. treasurer, J. W. 
Stafford; hon. press officer, W. C. 
Strachan; hon. auditor, T. Bernard 
Murtland 
Vice -presidents re-clected were 
. P. Bowman; Robert W. Crab- 
tree; Sir Montague Burton; Charles 
H. Crabtree; Frank Heywood; and 
Sir Henry Price 
In his report the retiring chair- 
man, Henry J. Sutcliffe, said it had 
been an outstanding year 


Strachan 


Hull 


~ Su port For City 
Is Welcomed 


Much good could emanate from 
the Publicity Club of Hull provided 
there was co-operation with the City 
Council, the Lord Mayor, Cr. A. K 
Jacobs, said when he and other civic 
dignitaries were guests of the Club 
at the Royal Station Hotel. 

Proposing the health of the 
Sheriff (F. R. Metcalfe), Norman 
Shenker said: “For any efforts you 
may make on behalf of this city, you 
will have the full support of the 
Publicity Club.” 

For part of the evening everyone 
was literally in the dark owing to a 
blown fuse 

Topical impersonations were given 
by the Club's president, Arnold J 
Hibbert. 


Club News 


Dublin 
Age Ban Goes 


The Advertising-Press Club at a 
special general meeting in Dublin, 
adopted several revisions of rules, 
the most important bemg removal 
of the age limit of 45 on new mem- 
bers. At the annual meeting which 
followed, the hon treasurer, 

D. M. Rackow reported a credit 
balance of £278. 

The following committee was 
elected: Gordon Clark (Montford 
Publications), Horace Denham 
Urish Press), Melville Miller (rish 
Times), Frank Padbury (Padbury 
Advertising), P, D. Rackow 
(Cinen.a and General Publicity), 
David P. Luke (Print), Peter Owens 
(Domas), Thomas Milner (Esso, 
Ireland, Litd.), Miss Maura Fox 
(Domas), Miss M. Dignam (Padbury 
Advertising). 

Tributes were paid to William G 
King for his work as president of 
the recent Irish Advertising Confer- 
ence in Cork 


Alex Mcltntosh, winner of the Kemsley Cup, 


Tributes To Fred 
Slaughter 


At the fifth annual meeting of the 
Fleet Street Column Club, Andrew 
Milne. the chairman, announced 
that Fred Slaughter had tendered 
his resignation as a director. Mr. 
Milne paid tribute to the work done 
by Fred Slaughter both for the old 
Fleet Street Club and for the Fleet 
Street Column Club 

John Sime was elected to the 


who retired b 
re-elected to the board 

Several speakers congratulated 
the staff on the continued qualit 
of the food and attention provi 

Thanks to the chairman were pro- 
posed by David Clackson and 
seconded by Tom Clarke 


rotation, were both 
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F.S.C.C. Spring 

Meeting 

Twenty-six entries were received 

for the Fleet Street Column Club 


if circle’s spring meeting held 
‘oombe Hill best the 


Gatward. Runner-up (prize 
sented by A. H. Mclsaac): 
Glover. Best scratch score (pre- 
sented by the captain). H. See 
Consolation prize sy, , a. 
Gooch): G. K. Pevre. ‘our- 
somes (prize —#. by Andrew 
Milne): A. Everett and H. 
Variecy. Runners-up: G. Martin 
Lewis - . Passmore. 
° ° 

S. &. Yule, director and Scottish 
manager, Osborne-Peacock Co., 
Lid., in partnership with Mrs. J. T. 
Cherrie, won second handicap prize 
in the Scottish Daily Mail amateur 
mixed foursomes competition at 
Whitecraigs, last week. Organiser 
was J. V. (Vic) Cunningham, assis- 
tam advertisement manager, Scot- 
tish Daily Mail. 


° oO 
Edwin C. Keliher, chairman of 
Keliher, Hudson & Kearns Lid.. 
won both the challenge tr for 
the best scratch score and the Lady 
= for . veterans at the 
golf ats of the British 
Master Printers at 


is on the extreme left of this group of Glasgow Publicity Club 


members, taking part in their spring golf meeting a Bogside. 


Bradford 
Open Back Windows 


Shop windows with open backs 
where shop window-gazers could 
sec what was going on in the 
and would therefore be more easily 
tempted inside were favoured by 
Ellis E. Somake, staff architect of 
the Dolcis Shoe Co., whea he 
ddressed Bradford Publicity Asso- 


ciation. 


Birmin gham 
Weeklies Praised 


Look to the local newspapers 
particularly the wecklies, for full 
coverage, Hugo O'Hair told a mect- 
sng of Birmingham Publicity Asso- 
cation 

“tt is the local newspaper thai 
gets into the home and stays there.” 
he said. 

He suggested that public relations 
was the art of forming and inform- 
ing sympathetic public opinion. Its 
raw material was bumanity and one 
could never rely on humanity to 
react im the same way twice in 
similar circumstances, 


Raincoat Wrongly Described In 
Advertisement: R.T.-S.A. Prosecute 


Sydney Brownson, of Cheetham 
Hill Road, Manchester, trading in 
London as S. and B. Rainwear Ltd., 
was fined £40 with 100 guineas costs 
at Marlborough Street Court, 
London, on Tue 

BroWnson pleaded guilty to one 
summons for using a false trading 
description in an advertisement when 
he described as wool ‘gaberdine 
raincoats which were not wholly 
wool; and to another summons for 
selling a raincoat composed of $7-7 
per cent wool to Mrs. V. M. Russell 
when she asked for “a ladies’ wool 
gaberdine raincoat as advertised in 
The Star.” 

A plea of not guilty was accepted 
to a third summons alleging the 
sale of a coat to R. H. Diplock, 
secretary of the Retail Trading- 
Standards Association, which 
brought the summonses 

T. M. Eastham (prosecuting) stated 
that a Mr. Stears saw the advertise- 


ment and went to the Oxford Street 
premises where found that the 
coats were not 100 per cent wool. 
He got in touch with the manager 
of The S. and B. Company. 

Mrs, Russell was a secretary em- 
ployed by the Association, which 
was informed of the situation by 
Mr. Stears. The warp threads in 
the coat she bought were of wool 
and the weft, cotton. Gaberdinc, 
explained Mr. Eastham, was not + 
material but a method of weaving. 

W. Kee (defending) said that 
Brownson thought t gaberdine 
was a material and w berdine 
a mixture. He had cea to carry 
on this business. 

Fining Brownson £20 on cach of 
the two summonses, Mr. Paul 
Bennett, V.C., the magistrate, said 
that they had been properly brought 
by a very valuable Association. 

He was surprised that the maxi- 
mum fine was as little as £20. 
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ADVERTISER'S WEFKIY 


so 


VENS ABOUT PEOPLE. 


sented fo 


Newspaper Society 
Technical Committee 


es. 


contributions 
prose 


. ' 
Care (5: uthern Daily Echo recalled some of the 


Joho Gibbs (Luton News) 


secretary 


* * * 
John Richardson, we'l!-k 


of 
has now 


Presentations To 


Kemsley Directors 
H. Booth (lef) and J. 


Oidham, retiring directors of Kems 


Newspapers, Lid 
andlesticks and 


discuss the 
television 
them respectively at 
House Manchester 
fnother presentation was alto made 
Mr. Booth at a “Friends of 
Natty” dinner in his honour 


emiley 


N. who recently 
red as editorial director of 
Kemsley Newspapers Lid, Man 


chester, was the guest of honour at 
a “Friends of Natty” dinner held 
in Manchester last Friday 
A book of friendship, in which 
had been made in 
verse, cartoon and picture, 
was presented to Mr. Booth by the 
y, deputy 
man of Kemsley Newspapers, who 
major events 
in world history during Mr. Booth's 
long association with ithy Grove 
Replying, Mr. Booth claimed that 
newspapers had never been better 


than to-day 


Tributes to Mr. Booth were also 
paid by A.“P. Wadsworth, 
Manchester Guardian 
lipp, editor, Daily Herald 
ince, former editor Liverpool 

und H. J. Bradley, general 
National Union of 
Journalists 


* * * 


A. HM. Melsaac, group advertise 
nent director of Argus Press, who 
was recently appointed a director 
The Bicycle Publishing Co., Ltd 

become a director of 
Argus Press subsidiary, 

Publications Co Lid 

True Story True 
Photoplay Master 
and True Detective 


another 

Hlustrated 
publishers of 
R 


Detective 


mnances 


Michael B. Farr 


Arnold Watson, who at 43 has 


been elected a director of C. € 
Wakefield the oil firm, ws the son 
of a former news editor of the 
Evening Standard When he was 
appointed advertising manager by 
the la Viscount Wakefield, Mr 


Watson was only 21. For the past 
four years he has been general man- 
ager of Castrol sales 


* * 

lL. MeCaig Cowan, managing 
director of Cowan Ad-Service Lid., 
has again been appointed to the 
committee of the ‘ Scottish 
Automobile Club and representative 
to the Glasgow Chamber of Com- 


merc for the 000 members in 
Scotland. Apart from his motoring 
interest, he ts a keen salmon fisher 
His residence “Ellangowan,” at 
Bearsden, Dumbartonshire, is onl 
a 25 minute car run from Loc 
Lomond, 


When FE. EF. F. Boer, art director 

of Perry Press Productions Ltd., was 

Miss Evelyn Stern at 
Geoffrey 

managing director, was 
best man 


married {to 
Hall 


the firm's 


€ axton 


os + * 

D. R. M. Small has relinquished 
the secretarvship of the Self-Service 
Development Associa ywing to 
pressure of other work He has 


been succ 
who is secretary of the Institute of 
Packaging, Institute of Materials 
Handling, and various trade associa 
tons connected with packaging 


young people 


. pm 


and Peggy Will Give 
Bond Street a Boost 


Pamela Horner and Peggy Mieville, the (wo gir! members of the 
Britain at the 
tising” International Conference at Copenhagen, 
ambassadors of British fashion and craftsmanship 
Bond Street 
and Slix —will 


who are to represent 


sumber of member firms of the 
them Finnigans, Yardley, Tallula 


vthes and accessories for the vis 

ng arranged by the Advertising Association at the 
Grand Hotel, Liverpool Street Station, on June 13 between 2 and 
the departure of the team 


befor 


| 


Asso- 


An officia! 


Peggy Mieville 


Arnold Watson 


eded by M. W. Paynter, 


June 5, 1952 


L. McCaig Cowan 
They Wrote On 
Her Ankle 


Ltd., 
injury on the eve of the Brighton 
Conference won ber mech sym- 

hy, has sow had the 


News editor of the Architects’ 
Journal, Michael B. Farr, has been 
appointed editor of Design in place 
of Alec Davis, now sales and ad- 
vertising manager, E. Fogarty & Co. 

* * 


* 

Arther Leslie, Poly Tours’ film 
production manager, has left for a 
two-months tour of the Continent, 
gathering material for Poly’s library 
of 16 mm. colour sound films. Ad- 
vertisifg manager, A. E. Kirkham, 
plans to join him at the end of the 
month “somewhere in Italy.” 


Scots Contingent 
For Dublin 


A strong Scottish contingent will 


attend the LLP.A. conference at 
Dublin next week-end. They are: 
John Fergus (Peter A. Menzies, 


Edinburgh) chairman of the Scot- 
tish section of the LLP.A.; Peter 
A. Menzies; R. N. Macdonald 
Menzies; A. M. Sommerville and 
Miss Nellie FE. Harris (Sommerville 
& Milne Ltd.); Ellis Lioyd (Ellis 
Lloyd Advertising Lid.); Edward 
L Yale (Osborne-Peacock Co., 
Lid); and J. T. Jack (Watson- 
Brown Advertising Ltd.) 
* - 


* 
Alex Bristow has been appointed 
a director of Research Services, a 
member of the London Press Ex- 
change group. He joined L.P.E. 
in 1938 as assistant manager of the 
radio department went to the 
B.B.C. during the war as producer 
und scriptwriter: was with Pathé 
Pictures during 1945 as director and 
scriptwriter; and rejoined I 
in 1946. He became an account 
executive in 1948, since when the 
accounts he has handled have in- 
cluded the Festival of Britain, Hud- 
son & Knight, Ind Coope & Allsopp, 
and Cadbury Bros 
* * 


— 

A recent addition to the editorial 
staff of Perry Press Productions Ltd. 
is Miss Dawn Sparkes, daughter of 
C. Lindley Sparkes, of Everybody s. 

7 * * 


Mrs. Richard Satch, who left the 
press relations department of 
Osborne-Peacock last year to get 
married, has now returned to work 
with the Licensed Victuallers’ 
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H. LL. Howarth, Westminster af > . 
y 3 Press Provincial Newspapers Litd., © 
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Newspaper Society Technical Com . ya ' 
| ; : uttee, the proposed formation of “a: —?> - 
a f which was announced in March r 
: k 3 Members of the committee are 4 
Cc. 8. : : 
: } Southampton?) *. ’ whe ri : ’ : 
: 4 (Warwick Advertiser), R. T. Crab- po 
j tree (Birmingham Post and Mail) o a 
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Au f.P. PUBLICATION 
PARE BATE £986 * 97% MONTRLY 


BURNETT, Acvrimecst Greeey THR AMADOAMATED PREIS LTD, E FLEETWAY HOUSE, LONDON, E.C4 


wo i ‘i 
S ’ 


CENTRAL 


8080 


- Thal ; Vane: ty. Soe a ee 
— i eee ae 
Ret : alt yee i 
ae : = ha 
a: ie alla . : ae ay 
# 4 d Mua a ss = os Fait 2 
- ar s : = eT ea ae ee = nS eo, ¥ * nt any * — 
t * Prat 
‘die - ‘poee ae 
. s ines. * rex Sed 
Ste tt ; ee ‘ 
pe: 7 : ae : 
3 - ” e a ; 
7 : ’ aes 
het c wo med : rie Sa i 
iy) ' ; ; ’ al F oe 
As | fi ed 
x : a ee ‘ P ead 
: pat “ Spe 
ei 2 ae 
me a ie eel 
aye id ee _ - a = 5 i 
" 4 “on a d ital aah 
+ } , , i Tia eS 
: P+ a. 4 7 E 
wa hs he a Met yer ae 
. ; ' - ee 
ae af ete 
Fi 2 i 5 ‘ e is § 
= : ow s 4 Rear / 
A : = —e J Ogee 
Bo aah 4 ; ' — 
ies eae a > , . 7 
7 :] SRL der 
ee ei _ bes br tree 
tx 7  . ui. 
4 z Mt ia are : ij a 
f " "s 3 ge i ne 
r ; é 
: by advertiging ix this ea Ri eer 7 
Ns Z pe 3 sy ‘ : 
by r ae . - > bey 2 7 
oe 2 sige a > as 
ia ~ : : th t 
- ; +o Iie “ ‘ 
oF sas ite oe Ff ve. 
: bo Rite ae.” SY es es» Bre. CO a Ee 4 ne 
“fe ‘ee = ae Ya pe —A a 
a fe a ~ , ; oe ‘¢ Bi. : es 3 es 
ag e Aha : _ ipa OE Osi 
oe ’ Ve ‘ nh 
} ‘ r & 5 it — - DA of 3 
a Ta 
; ‘i : Soy . — + ¢ 
| Es . fc Ber ee i 
1, i eee a f: i 54 ‘ 0 
: es, a i. 
} au #3, = ws ' i PRE Tt 
, ie p we f a ; a 
j ae Si sey ag a tr Sm Bf) et 
ag ” # ve a é a i - eit, yc 
\ x mS oe n 3 SEX ue ay ae 4 - ‘ - 
—a.llC i 
5 . ; ae , 
q 3 : & ‘ 7 
f 28 | i : be 
. eee oth tg 
4 J roe t any 
ie : Sy “4 ie 
ce ee. f ee een 
a 3 2a ? = ; ; m 
| * 
j ee * 
re 
ai ie err, 
a . ag age 
es ies 
f y ‘ 7 . > ue 
\ . a ‘ieuale 
} r yi fue oft’ : 
ss ; rae 
| i bee a 
a * a ie 
_ EAP “b 
ee ae Z 
et. (ie r i , Maley an} ae Fe heyy 
oes ; ir _ : Ee : 
a ey eed cr gee i Ried i eee | , - Renee bass 
Pie Seg, 4 so ae 34 ie 1 eee ot es 
il ioe ae | nt a ie ol a. a aes E RR er ee. ae) 


i R a | 
} 1! , s that the agency Braemar knitwear in t Christian OT oer Production o ip wd Moon” Gaumont-British Great 
} i y planned so that ‘ Science Monitor has won for the a . nee “ —_. Britain, Its Geographical Position 
q] , head” is where a head nanufacturers, lanes, Henderson pope ’ oe eR a \ 5 oe Gaumont - British Measuring 
7 Y ek Goue down & Co. Ltd., of Hawick, Scotland aga ee a. - * A he Electricity Merton Park Studios 

, ” oo 1 Certificate of Award from the for Anglo-Iraman Oil Company for Electrical Development Asoc 
| vard witt erceutive floors Newspaper Advertising Executive Britain's Comet Gaumont thon and In On The Beam 
} the tary Awocution (U.S) British Corporation Crown Film Uniu 
Ad gt pleasant recep The Christian Science Monitor Category (b>—-Films for Spec Of the 27 films selected. ten were 
live arated from it xshibuied the Bracmer advertisement lived Audiences. Section | Scien produced by the Film Producers 
. ' eli wa ind it the vear’s annual convention of fic Documentaries | AM teach Guild and its associated companies 
. : » conf he N.A.B.A. in Chicago, Dhnois = i vd rese —_ ,; Th Papeitoes pes STI 
ae s an “outstanding example of run o uman eproductior amt. ° - 
‘ ’ oy np wth ‘paper colour advertising.” Most Biography Before Birth’ Gaumont Clients With Accounts 
' a? Ul %) Gesignes { the leading newspapers in the British Capacitors M m Park . 
umd sf shed that can . { d States and ore particr Studios for Electrical D lopment Called On 1.1.P.A. 
! ded . al static ate I dom the exhibition Association The Ba Principles A number of imquines from 
j | Here w be held Agents for Braemar knitwear ar of Lubncation Tech il ind potential chents of British adverts 
sales < s ethibitions and he J. Walter Thompson Co., Lid Scientific Films for Esso Petroleum ing agents were received at the 
filn - ‘ h a sound = ae + a a , ‘ urd | oO = mn Institute _? Incorpor — Practi 
in 4 m mt chon toners in advertising Stand at Ww 
} vis » PFOpeetor is 1s “4 ed Darts By Mail 2 «Cultural Documer $ for Brituush Indusines Fair, Earls Court 
Neat below, on the fifth floo Results of the second icg of the adult audiences, a ind techniques They came from Donmuimon, Euro- 
i policy ind planning ’ soonal darts match between applied «to industry mmerce pean, and American visitors 
\ ke partments witl ms f dy sng agencies which is being agriculture, etc.) Balan sO isitors to the stand also included 
d . and = severa “KM if plaved by post are: 1, The J. Walter W. M. Lar®ins for EC The students, mterested in cxaminations 
en ; . On « fourth a Th pron Co Lid (45) 2 Fell Lacomotiv Shell Fulm Unit and advertising as @ career 
he edia departments ' M & Fergusson Lid. (46); 3 Grea Merlin Films for Shell 1.1.P.A. participated in the B.LF 
buy { ty 7 § w S Crawford Lid. (48) 4 Petroleum Company Introducing at the suggestion of the Board of 
; probit . Svenska Telegrambyran Halsing the New Work« Public Relation Trade Primarily designed for the 
uhio-also the research depa worg «¢S$) S, Svenska Telegram ship Films for Central Office of British exporter, the exhibit showed 
nent, The third ff s occupied vran, Stockholm (65), 6, Adolf information for the Ministry of manufacturers how to plan a pro- 
hy “« creative suf copywriters “ JZurwh (Team I) (81) 7 Labour Section } «Documen mouon campaign without wasting 
d visualisers Om tt second Adolf Were (Team Ti) (200) taries on social problems and devel- money or effort 


ADVERTISER'S WEEKLY 


‘Reception’ On The Sixth Floor 
Functional Design For 


New Offices 


agency may, and often does, re-design its 

ments. Sometimes mt even re-designs their 

product Seldom does u re-design itself. Yet this, in so far 

‘xternals are concerned, is what Greenlys Ltd. has done 

In its new offices in Berkeley Street the agency shows a new 
face to its chents and to the 


| 


world at large Even its letter a concentrated production and Allins Lad. are marketing their stoneground wholewheat flour in a new 
heads and other stationery |! SEG, Rae Sees, fee, a sD. alee pane” pen. Be Gn af wines Bee Some Bll 
planned telephone cachange Crawtord Lid The whks carry a stylised windmill motif in dark blue on a 
have been re-designed Other private offices and the ac white background. I ring, in Gill sans bold type. is in white on bright 
! about \) y s, until about counts department occupy the red. The fibreboard one commener, molding om do en packs, bears an 
hree months ag (sreeniys first floor There is a separate adaptation of the pac Jesign in “ 
fees we n Chancery Lane guvods entrance and self-operated a a —— 
for some while it had been clear ft at the rear of the building to 
that it had outgrown its working feal with delivery and despatch . ° | Fil A Ch 
pa After a long search, what — for all floors : Venice Festiva ms re osen 
s ri ) hises . ive stile ' 
mi, ; f ~ { : ‘ ! ~~ fl be iding } a ae Se oe —— The Standing Festivals C ommiutice opment).-"A Brother for Susan 
pe of the Assocmtion of . Specialeed Film Producers Guild for Southalls 
witt af s und all clear space but a partly shelved store room Film Producers has completed its (Birmingham) 4 Story ol 
if that each floor could be provided on each floor, There selection of documentary and Achievement World Wide Pic 
planned t abinets for the vertical filing specialised films for the 1952 Venice tures for Unilever. Section 4—Ex- 
Long and careful consideration t drawings (an unusual method) Film Festival. The following films perimental and avant-garde Docu 
were piven to layout, deco with pigeon holes for the various sre being entered meniaries). “Between Two Worlds 
on { fittings and wher tandard sizes adopted, so that Scientific and Documentary Film Oxford University Expenmental 
ded, new furniture, and the ny sketch needed can be found festival Film Group Without Fear 
‘ , A " . W. M. Larkins for Mutual Security 
1 su f oftces that n the minemum of time. No two Category (a>—Films for the Agency 
(, rive | be function ‘Mfices are alike. Each has its own General Public Section 1—4Docu The first two full length children’s 
ind to reflect the “pe scheme of decoration and in mentanes dealing Hh: h the British ntertainment feature films, made 
nality f a modern advertis teresting fittings of modern, but ——— Files ” Se d ton THUSA for the Children’s Film Foundation 
g agency different pattern Scandinavian (Documen sries of cultural tafos- will go to Vemice They ar John 
: furniture has been used tO @ mative character) Out of the Of The Fair” made by Merton Park 
Work Flows Down great extent, giving comfort with Dark Merton Park Studios for ee oo  Secaedl 
; Keception” ws not, as on grace Good taste, harnessed to Electrical Deve nt ~~ ( corporation "ine dees tenn Ot in 
i P expect, on the lowest floor efficiency is the keynote through ed , ie a m . oe Foundation’s Our Magazine is 
: he f cut on the sixth, There cut Trial * Comme | ise Unit for the also being entered and along with 


‘ wo reasons for this. One is » short children’s film from the 


© tv a Commonwealth Relations, Colonial R 
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hat the upper floor has ais at R.O.P., COLOUR ae I a Offices * * on La with on oe the two feature films 
the y itlogk over neighbour (Shorts o a genera characte » complete pro ‘ 
fin so that the visitor AD. AWARD “City of Londor Associated x j ore l he P cea f h 
, ' British-Pathé Persian Story Gucathonal fiims sctecte oT 


casing first impression A four-colour advertisement for Children’s Festival are 
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She is very conscious 


of the fact.. 


... that in matters 
of fashion 


and beauty seit 
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Advertisement Rates: 
£125 a page in black and white; 
£175 in colour. 
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Doing The Job 


HILE others talk about public relations for advertising, 
the Outdoor Advertising Industry Advisory Committee 
is quietly doing the job, though public relations, of course, 
is Not its primary function 
Its policy, which has proved very successful, is to seek by 
friendly negotiation with local authorities the solution of problems 
arising from the Control of Advertisements Regulations. Its 
representatives are constantly meeting members of such authorities 
and their officials. At these meetings, more often than not, they 
encounter prejudice not only against outdoor advertising but 
against advertising itself. This they do their best to dispel, both by 
argument and information and by demonstrating that even those 
who live by advertising can have enlightened views on how it 
should be used 
Gradually, they find, local authorities and the individuals who 
compose them-men and women of varying political and social 
outlook, who represent and can sway public opinion—are coming 
to understand advertising better and to accept it more readily. 
Thus the outdoor industry is achieving, in a limited but vitally 
important sphere, what must be one of the chief aims of any 
public relations campaign for advertising. The value of the service 
it is rendering to the whole advertising business deserves recog- 
nition 


“TPXHE married woman at work is not completely overlooked by 
pte: But she has yet to receive the promotional 
attention she rates as a major— and growing-——factor in marketing. 
The dish-washing male has been sympathetically satirized and 
even immortalised in advertising But where is the advertiser 
who, in a national campaign, has with equal sympathy im- 
mortalised the married woman at work?” 

This is a quotation from Printers’ 
thinking about. 

For the housewife who goes out to work does so, nine times out 
of ten, because she wants more spending money. She has more to 
spend than her sister who stays at home. She spends it on just 
those little extras that are getting harder to sell because so many 
stay-at-home housewives can seldom afford them, 

One problem of advertising to-day is to appeal to consumers 
who have the ability, as distinct from the will, to buy. Here is a 
field that should be worth exploiting by a specific and well- 
conceived approach, 


Ink. And it’s worth 


@ Change of subscriber's address: Picase inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take eflect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Pulp restrictions 
to be lifted 


ConTrot over the con- 
sumption of wood pulp 
for the production of certain 
grades of paper and board is 
to be relaxed in the fortieth 
lence period, which runs 
from June 29 to November | 

Paper mills will be licensed to 
comsume any quantity of wood 
pulp for any type of paper 

This relaxation of restrictions 
has been decided upon by the 
Paper Control because of the 
general recession in demand for 
paper and board both in home 
and export markets 

The position wil] be kept under 
review and, should demand 
recover, Or any other factor arise, 
the policy may be revised for the 
subsequent licence period 

The greater freedom promised 
in the 40th licence period will 
allow mills more flexibility in 
production schedules 

Paper and board may be 
delivered or converted in the next 
period under bulk licence. The 


only exception is newsprint, 
where specific leence will still 
be required 

= _— = 


Mechanical printings, for which 
earlier in the year restrictions 
were forecast, is now free of the 
threat of any statutory regula- 
tion. This means that the volun 
tary scheme is evidently con 
sidered sufficient to meet the 
needs of the present situation 

—— — —_— 


Ad. costs and the 
cost of living 


OW are 
going in 
the cost of living 
In the United States they are 
getting down to facts and figures 
At the convention of the 
American Association of Adver 
tising Agencies, Louis Brorby 
gave mathematical details on the 
rise in advertising costs 
Sales Management 
Advertising hasn't gone up as 
much as the cost of living-——-only 
about half as much but, never 
theless, to get penetration in the 
same number of families as in 
1941 costs 32 per cent more to 
day, and because the number of 
families has yumped considerably 
the advertising budget should be 


advertising costs 
comparison with 


reports 


69 per cent higher than in 1941.” 

With the post-war rise in the 
cost of living there has been im- 
provement in the standard of 
liveng, a Digger and better con- 
sumer market And with a 
buyer's market returning rapidly, 
the moral appears to be: Spend 
more to sell more 

— —-— — 

With newsprint supplies on the 
increase, space salesmen are pre- 
paring to readjust themselves to 
the changed conditions of hard 
selling. Some national news- 
papers are reported already to be 
re-gearing their advertisement 
departments In one office they 
are holding twice-daily meetings 
oy representatives: the first for 
briefing, the second for reporting 


hack on the day's calls 
—_— — el 


The trend towards 
self-service 


S the American super-market 
on the way to Great Britain’ 
Certainly the recent increase in 
self-service stores and self-service 
departments in stores appears to 
be welcomed by housewives 
But there will have to be some- 
thing of a revolution in shopping 
habits before the system devel- 
opes on anything like the Ameri- 
can scale. Then there would be 
vast scope for point-of-sale ad- 
vertising through packs and 
display 
Meanwhile, in the United 
States, things are developing 
apace. Jack Strauss, president of 
Macy's department store in New 
York, suggests that the shop 
assistant may be obsolescent. The 
housewife, he says, has accepted 
with enthus!asm self-service in 
super-markets, and this marks 
an important mechandising trend 
Mr. Strauss says retailers might 
take a hint and save themselves 
1 lot of money on the salary bill 
- = — 
Manchester Chamber of Com- 
merce will support a move to 
attach greater importance to the 
building up of export trade with 
the dollar markets of South and 
Central America. The board of 
directors of the Chamber point 
out that “whilst the U.S.A. and 
Canada are obviously of prime 
importance in the dollar sphere, 
these other hard currency coun- 
tries are important and more 
attention might, with advantage, 
be given to them. 


ROUND TABLE 


8S FLEET STREET, LONDON, E.c.4. 


More than 400 different industries in 
Bristol employing 226,000 workers 
- +» reach this prosperous selling 


market through the 


EVENING POST 
Contact our London Adverusement Office 


CEN. 8261-8262 
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per thousand 
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POLICY PLATFORM 


I has been 


never more id go n wun there were 
desirable than it ws to-day neither sales nor advertisements 
that advertisers should It ts in the advertiser's intere 
~ understand the economics of well as in that of the pub 
publishing, for under present anes a mis 5 taht 7 epee 
‘ conditions, which differ radi cng ae ee 2 ae 
ertivers need the press md if 
cally from those obtaining = there is progressive contractio 
before the war, the responsi the sales of newspapers ar 
bility for preserving an magazines, advertiser will he 
suchence for press sdvertising hampered in their sate flort 
one that publishers and Therefore argue publishers 
sdvertisers must share ind it is hard to gainsay them 
Theat this ca e under since the rise in the cost of put 
3 P ed that shers’ raw material raises th 
ablinher we ee cost of providing the advertisers 
: tithe ’ Be om sudience, it is only equitable that 
¢ wat all io a ms i al part of that burden should be 
i / 1 ithe wto erne by advertisers 
: mes ul publisher Not only is it equitable it is 
Fi a at hin Be also inevitable, if journals are to 
7 ar. Me ore survive or the increased cost 
tein aswatanes 6? manaxin nay be distributed in two ways 
a - pee + 7 eal edi Imposition of higher selling costs 
%. : " 5 ms audicare he the nay result in a loss of sales that 
‘ raises the cost per thousand to 
: This duality of selling function advertisers or aiternatively 
grea ‘ nplicates the pr wblen “C 1 prices May remain stati 
= oes ind ites alone be increased 
ho Either way, the advertiser pays 
; 1 a. e for his audience 
: : “ 
} , o o es 
i) ire | URING the past few years 
. p the increase in publishing 
costs paper, printing, wages and 
‘wep ve thing else has increased 
7 “ phe nenally This everybody 
: t vg. his prochuc flected know What is not so generally 
I publish howeve w he calised, especially among adver 
face ‘ 1K CASE the cos tisers, us the revolution this in 
! chief! raw maternal, pap ase. COupled with a prolonged 
and in er production costs, | crnod of shortage, has caused 
consid ' : 4 y. ul the economics of publishing 
sdvertine if t aises his 9 1 ture and the causes of this 
@ pree | cor high ’ * are worth explaining 
corsts { iw nf ' ewe Ket 1939. when the costs of 
people w Duy his Mt ind of machining were 
Ohwing to the n turns low, the major propor 
owhich mer hereafte ind f «a publishers expenses 
the consequent cluctance f were accounted for by editoria 
newsagents to provide for casua costs com position and ove 
demand. and thereby sh s } is Onee the journal had been 
2 from unsold comes, sales tend to yrinted the more copies that 
fall even below the full potentia we sold the more the publisher 
demand f the journal at the gained, for his initial costs could 
4 enhanced prix he ¢ widely distributed. Mass 
This can easily develop in ‘ ! brought the publisher 
viclous spiral. f f, because his « benefits that n did t& 
Sales are lows v publishe t inufacturers of products 
cuts fos advertisemen ites, he wit nass market \ large 
nay be compe dt se hes cine n, of course, benefited 
scLung price agai And this sers too, but that was 
but f he fact that the jour ess incidental 
would cease to be published Te Sing ve eXtra run involved a 
before such a stage was reached ‘ fiminishing cost, distr 


Advertisers must understand this 
revolution in publishing economics 


\ newspaper publisher describes 


in paper costs, and explai:f its significance to the advertiser. 


bution offered no major problem 
Sale of return was cconomically 
sound when the extra cost of 
sdding 10 per cent to the print 
der was nominal The pub- 
shers msk was warranted by 
the additional, and remunerative, 
sales that resulted 

4. production costs soared, the 
hole situation was reversed 
Lditerial and composition costs 
nereased, but rose very much 
ess than did the cost of paper 
/ onsequence, the advantage of 
he diminishing cost on the extra 
un virtually disappeared 

Now, if the print order is 
doubled, the cost may well be 
doubled Sale or return, as a 
general practice, is no longer 
economically justifiable. Should 
a publisher print, for example, 
10 per cent over his firm orders 
in the hope of selling out, he 
would have to budget for the 
possibility that the whole 10 per 
cent would come back to him 
Should this happen and = with 
some issues and at some seasons 
it well might—his total produc 
tion costs would be increased by 
slmost 10° per cent No pub 


lisher at present could carry such 
burden 


. * 
| URING the 


for newspapers 
the effect of the ce 
of sales or return was obscured 
Sales were, by and la only 
mited by the avarlability 
paper With a surplus of 
chasing power in public hands, a 
demand seemed insatiable 

Only since costs have curved 
sharply upwards, at a time when 
purchasing power has diminished, 
and a buyers market has 


* 


sellers’ market 
maga 
ssation 


and 
zines 


xe 
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the revolution in newspaper and 


penodical publishing economics created by the stupendous increase 


developed has it become 
apparent that the absence of sale 
Or return tends to depress circu 
lations even below their truc 
potential. For the newsagent, as 
well as the publisher, has to look 
to his profit margin. If, at the 
end of a week, he finds half a 
quire of unsold magazines on his 
hands, he may have lost his pro 
fic on sales of over a quire. He 
is therefore hable to minimise 
his risk by cutting back his order, 
not by the amount of his actual 


surplus, but to the amount re 
presented by his standing orders 
He is then certain of a profit, 
even though it may be smaller 


than the profit he could make at 
the cost of a risk 

The result, broadly, is that if 
the circulation of a journal starts 
to decline, it tends to fall rapidly, 
while a tendency to increase sales 
is retarded by retailer caution 


. . . 
APPILY. paper prices have 


already started to fall, and 
may fall still more during the 
coming year Any such relief is 


welcome indeed. but a time when 
they will have fallen enough in 
relation to other costs, to restore 
the pre-war-economic basis of 
publishing cannot yet be foreseen 


Until that time comes, a danger 
will remain that advertisers will 
lose some part of the audience 
with which newspapers and 


magazines now provide them 
This danger can only be mini- 
mised if advertisers, in their own 
ultimate interest; accept with 
good grace a fair share of the 
burden of publishers’ production 


costs, and so help publishers to 
stabilise the selling prices of 
their journals 


AVERAGE VALUE OF IMPORTS OF WOOD-PLULP AND 


FSPARTO 1948-1951 AND JANUARY 1952. 
Item lu4e 1951 Jan. 1962 
dL perton i perton 4 perton i perton {| per ton 
Chemical wood-pulp 
Dry, bleached— 
Sulphate otherthan dissolving —_ 4! 657 101 4 123-2 
Soda and Sulphate 49 ' “ay 1oz 174 
Dry, unbleached — 
Sulphate 420 2 7-2 xu 6 1067 
Soda and Sulphate 0” ‘ 4H e118 1164 
Wet 0 eS ais izl@o 
Mechanical wood-pulp wet 25.8 t lv 6 “wo 4acy 
besparto i4 2 156 is 6 aa 7 
Basedon Trade & Navigation Accounts 
The abowe faures thow how inereased costs of raw material contributed to the 
weep rise im paper costs from 1948 up to Janwary 1952 
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INTERNATIONAL MACHINE TOOL EXHIBITION 
OLYMPIA - LONDON “F) —Sepr. 17-0CT. 4, 1952 


Outstanding advertising opportunities | 
for machine tool manufacturers 


September & October Machine Too! Exhibition Numbers: 


AIRCRAFT 


PRODUCTION 


AUTOMOBILE 
ENGINEER 


Reaching production engineers 
in a rapidly expanding market 


The continual call for new designs makes Britain's 
aircraft industry one of the most important users 
of machine tools. These special issues will interest 
all aircraft engineers and provide an invaluable 


advertising medium for every type of machine-tool. 


SEPTEMBER: Published August 25. Extensive preview of 


exhibits at the Machine Tool Exhibition. 


OCTOBER: Published September 29. Detailed report on 


outstanding machines of particular aircraft interest. 


Covering executives and engineers 
throughout the automobile industry 


The automobile and associated industries are the 
largest users of machine tools in the world. Produc- 
tion engineers will welcome the comprehensive and 
informative reports contained in these outstanding 
special numbers. An advertisement in their pages 
will spotlight YOUR products. 


SEPTEMBER : Published September ||. Informative preview 
containing a general survey of the more important machines. 


OCTOBER: Published October 9. Authoritative review of 
machines applicable to the automobile industry. 


Issues with international buying influence—book NOW 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.!. WATerloo 3333 (60 lines) 
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If you want to be 
a copywriter... 


What are the qualifications necessary for a good copywriter? How long does he write? How 
hard does he work? How many ideas is be expected to produce in a week? How, indeed, does 
he set about writing an advertisement? These questions were thrown at Copytaster recently 


( NE day last week the mem 

ber of my firm who 
rejorces in the title of Person 
nel Manager thrust into my 
room a young woman from the 
Civil Service, mumbled one ol 
those maudible imtroductions, 
and silently stole away 

The Civil Service 
heard of a new 
rofe 
nl wants tk 
What qualificat 


seems, has 
if ade 
wn as copywriting 
know all about 
os are Mest Use 
recru nm this 
have t 
ideas 
have m a 

Is he writing rapid 
he have 


Mary i 


calumg or 


r sion AN 


fu to ‘ trade” 
How hard does he 
Hiow many 
pected to 


hour week’ 


new 


or does 
some preiin 
elsewhere’ 
writing 


aries of 
t about 


“warch in libs 
How 
wn advertiser 
1 think that 
about half an hour 


do you * 


she stayed for 
and | am sure 


t 


« 


«: 


the mysteries of the craft 


and he has set out his replies here. 


departed with an un 
conviction that I was 
a lunatic or mulishly and 
determined not to lift 
ner of the curtain on 
Some 


it she 
Lakeable 
thet 
ously 


en a o 


Review of 
Advertising 
by 
COPYTASTER 


4 


‘ 


re 


ody should have told her that 
fluent pen is not invariably ac 
wmpanied by an eloquent and 
rady tongue 
Bul —-who she 


knows? may 


he pursuing her researches to the 


point of 


reading ADVERTISERS 


The Voice of Kent. 


MESSENGER 
The County Paper of Kent 


MEAD OFFICE 
LONDON .- 
Proprietor: H.R. Pratt Boorman 


MAIDSTONE 


80 FLEET STREET 


WreexKLy here are one copy 
writer's considered answers to 
some of her questions 

The qualifications most neces 
sary to a budding copywriter are 
curiosity; a readiness to listen 
ind even to eavesdrop in queues, 
buses, pubs, football crowds and 
everywhere he goes, enthusiasm 
im everything he does; an ability 
to concentrate a feeling for 
words and phrases; and an 
ability not only to write clearly 
and concisely but to write in 
several separate styles 

Thus armed, almost anybody 
can make a living as a copywriter 
To make a good living he needs 
several further assets such as 
originality, judgment and a mea 
sure of tact; and if he has a 
pleasing personality, that in itself 
will eventually make him worth 
a good deal more moncy 

He will work very hard indeed 
from time to time——perhaps as 
much as eighteen hours a day: 
for when he is faced with a prob- 
lem his brain will continue to 
chew it like a cud, morning, noon 
and night until it is solved. If he 
is wise he will never go to bed 
without paper and pencil at hand 
to act as midwives if the great 
sales-making idea arrives un- 
timely in the small hours of the 
morning 

At first he will be expected to 
produce no new ideas in a forty 
four hour week. Turns of phrase. 
headlines, little verses—all these 
may be demanded, but elephants 
produce babies more often than 
most copywriters produce really 
new basic ideas as distinct from 
new ways of singing old songs 

How many hours of continuous 
writing in a week”? There's no 
knowing. During a fortnight last 
Apnl my entire production was 
exactly seven words, but a client 
is going to invest just § over 
£40,000 in them. In January | 
wrote a book or booklet of 25.000 
words, and then the client decided 
he didn't want it after all. So 
you never can tell 

Nor, I think, can you really tel! 
anyone how to write an advertise 
ment, But I can give a little ad 
vice, and | begin by saying 
‘Never simply sit staring at a 
blank sheet of paper.” Start writ 
ing without further ado. Write 
down everything you know about 
the product. Write a scene from 
a play about the product. Write 
an ode to it if you like, but keep 
writing. Very often the very act 
of writing seems to set the brain 
working well. Occasionally you 
will find that in the midst of a 


so 


June §, 1952 
rambling mass of words you have 
almost unconsciously put down 
some germinal phrase that will 
set your thoughts in tram and 
on the right lines 

Failing that, you have to begin 
being more methodical, and my 
own plan is write down briefly 
not as copy at all--the possible 
reasons for buying the 
that you might suggest 
cheaper It's more nourishing 
I, gives energy. It's delicious. It 
delights the children Only a 
superb hostess would be clever 
enough fo give it to guests. It 
saves time or trouble.” Put them 
down: good, bad or indiffer 

Then take them one by one 


ent 


als i 


hk 


Bob Martin's 
name to-day! 
The story begins with one man, a 
man who loved dogs The late 
Robert William Martin spent a life- 
time in the study and care of dogs. 
He knew that show-does had to be 
ft to win Thus was formulated 
what he was later to term a “‘con- 
dition powder,” which brought dogs 
into perfect condition and kept 
them there Breeders used this 
preparation with such success that 
early in this century it was decided 
to make the preparation available to 
the public. Bob Martin's 

opening paragraphs. 


ifs a 
How 


household 
did it start? 


and consider ways of telling the 
story Narrowing the issue to 
ome point at a time is always 
helpful because your brain now 
has a specific task or focal point 
which to concentrate instead 
ot wandering al! over a vast un 
chartered ocean of random 
thoughts 

You may object that your brief 
has already confined you to one 
selling angle or approach. It cer- 
t.inly should have done so, but 
f ideas come slowly it is still a 
good plan to forget the brief for 
1 while and concentrate on some 
other angles. If your idea 1s 
really first-rate, people will forget 
all about the brief! One of these 
weeks I may tell you of another 
methodical approach which is 
said to have been very useful in 
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pung-Ho- | 


““Bung-Ho!"’, ‘Down the Hatch!"’, “‘Here’s mu sur eye!’’, *‘Cheers!"’ 
these and many other British toasts will be heard literally several 
million times during the next few months in the licensed premises 


of Ireland But whether the millions of glasses that ‘che er’’ will 


hold your product will very much depend on whether you obtain the 
goodwill ind selling co-operation of Ireland's *14,000 odd !icensed 


retailers You can achieve this swiftly and economically by 


idvertising to them in one puDdlication “Irish Licens ng World,’ 
lreland’'s only indepe ndent licensed trade journal, circulating through- 
out the Republic and Northern Ireland among holders of every descrip- 
tion of retail intoxi iting liquor licence, ind the wholesale, 


bottling, brewing ind distilling nterests 


** are independent buyers living in their privately owned licensed premises 


Irish LIGENSING WORLD 


NATIONAL JOURNAL OF THE LICENSED TRADE AND INDUSTRY OF THE REPUBLIC AND N. IRELAND 
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June $ 


O’KENNEDY-BRINDLEY 


1952 


Last month, OK - B joined the ranks 
of the agencies that have been in bus- 
iness for a quarter of a century. On 
May 6th, many of our clients joined 
us at a Candlelight Dinner to mark 
the occasion, and we were particularly 
happy to welcome several who have 
been with us since the very beginning. 


Now, facing into our first half-century, 


we are confident in ourselves and in 
the future, and already expansion plans 


LIMITED 


are being put into operation that will 
enable us, we hope, to give an even 
better and fuller service to our present 
clients . amongst whom are such 
famous names as Aspro, Bentley, Can- 
ada Life, Dunlop, Frigidaire, Hillman, 
Hennessy, Kodak, Longines, Mullard, 
Moccasin, Philips, Rowntree, Rose’s, 
Chivers, Irish Ratin, Bendix, Humber, 
Aga, Gala of London, Remington, 
Raleigh, Sandeman, Saxone . and 
to welcome many new clients as well. 


“54 LOWER 


O’"CONNELL 
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<8 Bis Aids tom 


A nga Trade 


@ Experienced Space-buyers always include Ireland’s 
“Big Three” as essential to the success of a well- 
planned Sales Campaign in the Irish market. 


frish Independent 
Kvening Merald 
Sunday Independent 


Here are the latest Net Paid Sales figures for the 
period July—December 1951, as certified by Messrs. 
Craig Gardner & Co., Chartered Accountants, 
Dublin. 


Irish Independent Evening Herald Sunday Independent 
Average Daily Average Daily Average Weekly 


202.581 LSh.b3t 587,001 


@ These media, published by Independent News- 
papers Ltd., Dublin, have the Highest Auditor- 
Certified Net Sales in ALL Ireland. 


@ They provide a complete campaign in the entire 
Irish Market—and are supreme among National 


newspaper media in the Republic of Ireland. 


British Enquiries to London Manager: 
L. C. BLENNERHASSETT 


118/120 FLEET STREET, LONDON, E.C 4 
Telephone: CENtral 2842 
Head Office—Iindependent Newspapers Ltd Dublir 
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Specially prepared for ‘Advertiser’s Weekly’ by Dr. R. C. GEARY, 
| Director of the Central Statistics Office, Dublin, 


this article gives a unique marketing picture of the Republic: 
AVERAGE INCOME IN IRELAND HAS IMPROVED 


23 PER CENT ON PRE-WAR es 


TIYHE population of Ireland the world, and is wnique in that ployment in Great Britain (under labourers: farm labourers are 
(26 counties) is about 3 the number of Irish-born adults conditions of full employment) sbout one-fifth of the total work 


i million with a density of 109 iving abroad is nearly half as and in the United States. two ing population in farming The 
per square mile as compared nany again as the adult popula countries with a far higher aver nagnitude of this dispersed 
' with 251 in the Six Counties. g of Ireland Be C andard of living than popu men is sos of he mon 
py uring the five niercensa reliance vfharacteristic calures © rsh 
1) he Great a 809 in vears 1946 1951 net em aration The table on this page shows demography 
| Ge etherlands, = Bel lie. the excess of emigration ww the population was distri Very nearly half the total town 
gium, 258 in Denmark, 19 over immigration) amounted to uted by size of town in 1946 and — population (ie. the populaton of 
France, and 146 in Spain. The 122.000 five-sixths to Great 1951 The populations at each towns over 1,500 population) 
density of population ts Britain and one-sixth to overseas emus are those within the reside in the Dublin area, which 
accordingly low by Western countries undaries of towns having 4 accounts for the greater part of 
European standards This large volume of emigra 4 oy ation of 1,500 of over in the increase of 63,000 in the total 
’ The population has been tion occurred during a period 1951 town population during the past | 
stable, with a slightly decreasing when the average standard of In this table and throughout five years. Dublin is in fact the 
endency since 1911, 4 fairly high living was higher than ever he article, the popu nton statis only mpertant centre of mm 
atural increase for excess of before, and the average rate of tics quoted for 1951 must be gration in the country Thus, 
births over deaths) being regu unemployment little more than ognrced as preliminary and (aking Dublin City and County 
larly skimmed off by emigration half the pre-war rate It was ‘““ — to revision 1S 4 UNM, Net IMmigration during 
Ireland has the highest emigra due in part to the relatively i cm Dublie area, including the the five years 1946-1951 averaged 
tion in relation to population in lucrative opportunities of em- vrough of Dan Laoghaire, « 1.300 per annum. This, however, 
few miles south of Dublin 


is but a smal! fraction of net 


DISTRIBUTION OF POPL LATION IN TOWNS WITH MORE County Borough and suburbs emigration from the remaining 
THAN 1,500 RESIDENTS with a population of 613,000, is twenty-five counties which aver- 
the only city area comparable in iged 28,000 per annum during 
Population size and rate Of growth with the = the same period 
— . cading European cities. It con he aR i , 
Size of Town ~- { ‘ 1 tains 2) per cent of the total The failure of the total popula 


thon to grow, with all the favour 
able social and economic effects 
which in a sparsely populated 
country would accrue from such 


Tonos er Actual | Percentage population 
SS — — The next largest cities are Cork 
cde which, with suburbs, has a popu- 


Dublin Co. Borough, Dun Laoghaire Borough ition of 104,000, and Waterford srowth. is due to the decline in 
+ aecfammsrapen . om , 0 with 29.000 on the south coast. tho, pulat a an ince 
Other towns with population in 151 of the rural population al an increas 

' ‘ , ' , and Limerick with 51,000 in t 
©0090 os more : = é ie on a 4 he ing rate during recent years, and 
»,000— 10,000 rT > P " ost 
'000- 5.000 +4 ‘ = , the failure of towns other than 
o : - It is remarkable that no fewer - 
100 0 “4 ™ sn np ‘ Dublin to expand 
2 Pa... - nti <i 1an 1,625,000 persons (or 55 per 
Total towns with population of 1,500 or over cent of the population) lived out * * . 
in 191 ‘ ’ ‘ $4 side the smallest villages in 1946 
Remainder of country (rural populatior = ¢ ‘ 


The great majority of the country ‘JPVHE working population num 


Fotal population a 2.9 san o population consists, of course, of bers about 1) million, of 
families of farmers and farm whom about $00,000, or 41 per 
cent, are in agriculture Ihe 
aucun _ igricultural working population, 
which was 53 per cent of the 
total in 1926, has dechned very 


rapidly during the past five years 
y= In 1950 the national income of 
, Ireland was about £363 million 
a ~y ~ This is equivalent to £120 per 
head of population compared 
with £246 in Great Britain. Be 
tween 1938 and 1950 the average 
standard of living fic. the 
national income per head of 
population corrected for price 
changes) increased by about 23 
per cent The average increase 
per agricultural worker was about 
70 per cent 
It is essential to note that the 
latter yncrease, while mmpressive, 
is from a very low pre-war aver 
age of less than £1 per week per 
worker in agriculture. The post 
war trend has been in the salutary 
direction of bringing the average 
igricultural standard of living 
into closer conformity with the 
urban standard 
It is a point of significance for 
Continued on page 5 
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—CHARTING IRELAND’S MARKETING SCENE— 


These charts, indicating economic and marketing trends in recent years in the Republic of Ireland, 
were specially prepared for “Advertiser's Weekly " in the Central Statistics Office, Dublin, of which 
Dr. R. C. Geary is director. 
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munued from page 3 
sThetirish'market 


market planning that the agri- 
cultural community has acquired 
spending power in the post-war 
period. in 1938, in «a national 
income of about £158 million, the 
“cash” available to the agricul- 
tural community from its agri- 
cultural activities alone for 
household expenditure was only 
£20 million per annum. In recent 
years the sum has advanced to 
about £70 million. 

The volume of agricultural 
put in 1950/51 was slightly 
than in 1938: the impr 
the average agricultura 


out 
ower 
vernent in 
standard 
living ts due to the rise in 
sgricultural prices as compared 
even with retail prices and to the 
decline in the number of workers 
Productivity of agriculture has 
sxccordingly increased since 
war in the sense that t 
n numpers at Work 
nuch greater than the decline in 
the volume of output 
une of industrial pro 
on the other hand 
by the substantial 
amount of 64 per cent between 
1938 and 1951. Industrial pro 
ductrvit has also increased im 
pressively in recent years. Taking 
1936 as 100. productivity in 
nanufacturing industries was 99 
in 1946, 106 in 1947, 111 in 1948 
121 in 1949, 130 in 1950 and 
pproximately) 131 in 1951 
Since the proportion of work 
ng population in industry is only 
about 22 per cent (compared with 
about one-third in Western 
European countries) despite a 
doubling in numbers during the 
past quarter-century there is 
obviously scope for a further 
eXpansion in numbers and output 
Such expansion js a pre-requisite 
to an increase in population 
In Ireland the general econ 
wnic situation during the past 
vear has been characterised by 
rises in prices, decline in savings 
ind an adverse balance of exter- 
] payments on current account 
of about £62 million 
Between 1950 and 1951 prices 
have increased as follows: Retail! 
prices by 8 per cent (as compared 
with 9 per cent in Great Britain) 
prices by 16 per cent 
cent in Great Britain) 
agricultural prices by 11 per cent 
import prices by 22 per cent, ex 
port prices by 14 per cent 
The Minister for Finance. in 
his Budget introduced a few 
weeks ago, proposed to increase 
the standard of income tax from 
6s. 6d. to 7s. 6d. accompanied, 
however, by reliefs in conse 
quence of which many taxpayers 
will have to pay less than when 
the tax was 6s. 6d. The Budget 
provides for increased indirect 
taxation on tobacco, beer, spirits 
ind petrol. abolition of subsidies 
ym tea and butter, and reduction 
f subsidies on bread and flour 
Provision js also made for com 
pensatory increases in social 
welfare benefits 
The Minister estimates that the 
gross saving in 1952/53 from the 


Ireland Supplement 


In a spec 


ial article for ““ 


Advertiser's Weekly,” 


Mr. ERSKINE CHILDERS, Minister for Posts and 
Telegraphs, describes the Irish communications 


system. There are— 


Strong links with 
Great Britain 


= a comprehensive = 

approved by = the 
Government in 1946 the pee 
phone service is steadily 
expanding. The sumber of 
telephones rose from 56,336 in 
January 1947, to 9%2,350—a 
growth of 64 per cent. The 
current rate of annual increase 
exceeds ten per cent. 

Schemes undertaken to expand 
the trunk network include the 
laying of co-axial cables with 
a capacity of 600 circuits each, 
between Dublin and the three 
largest provincial centres— 
Cork, Limerick and Waterford 
~and a co-axial cable from 
Dublin northwards to meet a 
similar cable to be laid by the 
British Post Office from 
Belfast. A no-delay service is 
now being given over a con- 
siderable part of the main 
trunk system. Total trunk 
mileage in the country has in- 
creased by 58 per cent within 
a period of five years. 


trebled = since 
(increased from 16 to 47) the 
traffic between the two coun- 
tries is extremely heavy, and 
arrangements have been made 
with the British Pout Office to 
obtain a further 60 circuits by 
the fitting of submarine 
repeaters on two of the exist- 
ing cross-Channel cables. These 
repeaters are a very recent 


development in telephony, 
perfected by British engineers. 

The capacity of the Dubtlia 
automatic system has been 
doubled. Automatic exchanges 
have been provided at Cork, 
Dundalk and a number of 
smaller places; automatic ex- 
changes are being provided or 
are being planned for all the 
larger provincial centres. 

Public telephones have been pro- 
vided in approximately 00 
small rural post offices which 
had not previously had tele- 
phone service and some 500 
more will be provided with 
public telephones in the next 
two years or so. 

In the past five years approxi- 
mately seven - and - a - quarter 
million pounds have been in- 
vested in the telephone service 
as compared with three-and- 
three-quarter million pounds 
previously by the British and 
Irish governments from the in- 
ception of the service. 

There has been little expansion 
of the telegraph nctwork 
during recent years, but the 
system is being modernised by 
the extensive introduction of 
teleprinter working. 

On the postal side, March 12, 
1951, marked the inauguration 
of the night air service for the 
carriage of all clases of letter 
mails between Ireland and 
Great Britain without sur- 
charge. The air schedule has 


During the first twelve months of 
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offices in both countries, result- 
ing in acceleration in delivery 
of correspondence. For 
ample, letters posted in the 
G.P.O., Dublin, up to 6 p.m., 
are delivered by first post next 
morning in the greater portion 
of Great Britain, including 
places as far apart as London, 
Liverpool, Edinburgh, Man- 
chester and Glasgow and by 
ee post in East Anglia = 
t 
England and “Wales, 


its operation, the service 
carried 2) million Ib. of mail 
and achieved a regularity 
figure of over 95 per cent. The 
night air service was supple- 
mented on May 5, 1951, by 
the establishment of despatches 
of first class mail by morning 
passenger planes to London 
and Liverpool to connect with 
the afternoon deliveries in these 
cities and with the first 
deliveries next 


ties of England and Wales. In 
the reverse direction the morn- 
ing pawenger plane from 
Liverpool carries first class 
mails from Great Britain which 
connect the afternoon 
delivery in Dublin. 


subsidy reductions will be about 
£6} million, but as the compen- 
satory benefits for three-quarters 
f the year will be about £2} 
nillion, the net relief to the 
Fxchequer wil] be about £4 
nillion 
* * * 
CENSUS of 
was taken for the 
but, while the returns are being 
rendered in satisfactory volume, 
t will be some time before the 
summarised results become avail 
ible. The previous Census (which 
incidentally was the first taken 
in Europe) was for the year 1933 
ind radical changes in prices and 
ther economic factors have 
taken place since then. Never 
theless, the 1933 figures have stil! 
considerable interest as map 
sing the relative spending power 
n different parts of the country 
While the corresponding pic- 
ture for 1951 s major 


Distribution 
year 1951 


changes in sales per head of 
population because of the 
general rise in retail prices by 
140 per cent since 1933, increased 
rural income in rea! terms and 
decline in rural population—it is 


doubtful if the comparat yt 
change in any marked 


ture wil 

degree. The concordance between 
spending power and degree of 
urbanisation will be apparent 
Average spending power south of 
: diagonal from County Louth 
in the north-east to Kerry in the 
south-west is higher than in the 
rest of the country 

» . > 


N 1951 exports (and re-exports) 

of Ireland amounted to £81 
million and imports to £205 
million. Per head of population 
imports amounted to £69 as com- 
pared with £77 for Great Britain, 
£101 for Belgium-Luxembourg 
£89 for Netherlands. £85 for 
Denmark, £99 for France. Goods 


vriginating in Great Britain and 
the Six Counties accounted for 
47 per cent of total imports in 
1951, and goods purchased in 
Great Britain and the Six 
Counties for 59 per cent of total 
imports in 1950 

Ireland is an im- 
portant market for British ex- 
ports. It is remarkable that with 
a population of only 3 million 


goods, 
by £58 for New Zealand 
and £40 for Australia. 


In main categories according 


Continued on page 27 
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IRELAND’ S INDUSTRIAL REVOLUTION 


Big developments are changing 
complexion of the market 


NDUSTRIAL developments in the Republic of Ireland 

viuch amount to an industrial revolution in a predominantly 
sencultural nation ——are changing the nature of the market 

These Irish News Agency pictures illustrate various aspects 
f industries which are bringing new ways of life to increasing 
numbers of people in the Republic 

Industrialisation means opportunities for the sale by 
Britain of capital equipment, it also means prospects of 
increased prosperity, with a higher standard of living for the 
vorking community whose demand for consumer 
ill kinds wili inevitably increase 

The Insh Government has always appreciated the import 
ince of fevelopment. In 1933, the Industrial Credit 
Co, Ltd., was established by the State to assist the financ 
ing of new enterprises. The 

ork of this company has 
vital contribution to 
the industrialsation = pro 

ramime 

In 1949 the Industral 
Development Authority was 
set up to mvestigate 
for new 


goods of 


such 


nade a 


schemes 
mdustres and to 
sdvise the Government on all 
ispects of development 
British concerns wishing to 
pen factories in the Republic 
must apply to the Depart 
ment of Industry and Com 
merce. New businesses are 
governed by the Control of 
Manufacturers Acts, 1932 
and 1934 There are capital 
holding limitations on non 
Insh interests, although the 
Minister has power to make 
« sceptions 


POWER: The smaller of two hydro-electric generating stations 
< “ just completed on the River Erne. 


PEAT: The power plant at 
Portarlington burns turf to 
produce electricity. 


FUEL : Mechanical cutting and 
spreading of peat in Clonsart 
bog, Co. Offaly. 
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You'll have to read this to find out! 


How'd you like the teaser headlines? The character 
with the faces, incidentally, is from the production 
department, (he loves to have his photograph taken!) 
He said, “J know, I'll pose as Napoleon!” He figured | 
that way he could keep his hand on his wallet, whilst 
we made him pretty for the cameras. Which all goes 
to prove that if you want your advertisement to be 
read these days, you've got to he different—and get 
out of the rut. 


SALES MESSAGE ABOUT McCONNELL’S 


established since 1937. In Ireland it is our pleasure 
to prepare the advertising for a great many products, 
Austin cars, vans, trucks, Shell and B.P., all of the 
Colgate-Palmolive-Peet range, His Master's Voice, 
Lucas Lighting equipment, Mansion Polish and so on, 
In London, in addition to the service which we give 
to our British clients, we are on-the-spot, so to speak, 
to advise on selling in Ireland. In fact, many of our 


No sneaking off to read the Situations Vacant. 
McConnell’s as you should all know by now, is the 
largest Agency in the Republic of Ireland. It has 
been in existence 36 years with a London office 


clients made their first acquaintance with the profitable 
Irish market by stepping across the threshold of our 
London office. Need we say more”? If you think 
we can help you, our addresses are:— 


M Cc co | ad E LL? S Advertising Service Limited 


INCORPORATED PRACTITIONERS IN ADVERTISING 
Publicity House, Pearse Street, Dublin. Phone: 73141/3. Wires: Adcraft, Dublin 


McCONNELL’S (LONDON) LTD. St. Stephen’s House, Westminster, London, S.W.! 
Phone : WHI 5081/3 Wires: Adcraft, Parl, London 


LONDON TO HELP AND ADVISE...IN DUBLIN TO ANSWER AND ACT! 
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How to reach the market through the 
dailies, weeklies and magazines 


By PETER OWENS, Director, Domas Ltd. 


| i? us assume that you are mted as effectiy 4 Sundays and weeklies that you make full use of the 
bas ‘ 


ocal provincial §= papers It 
guarantees you direct approach 


und weekly news 


smiulacturer of a pro per y f Vhe 


fuct which you want to intro ' = Gerrwon rogers. i KX “ Ireland cover : 
oe 2 / iw ¥ areas ene yale the ec m the area you want 
j to the Irish public How ery f entertainment 
? This »s an analysis of the daily ae tv get at, and often avons waste 
: ‘ 1 do wt’? vou ask What f fashion, Beauty idio, and ' 
' ‘ ' » What do WS} They are most useful as “'"Sulation that is inherent in 
wdia % il « at ase Publist . , . —— sir the . 
: i ' Irinh Independent Published d-selling media in the battle “*'"8 the national papers. to 
the wer How etlective are uly. Dublow Py » to be a } . , ye ket They ase cover a small, special market 
$ 1 ’ ! 
they Now, let me guide you” eff . nediun fo selling j : sasine se bones From the following sources of ' 
a i . = ee o gon defin — — aan nformatio y b t 
te} step along this exceed . " Has definite ;  week-ends and cover sil ” a ~ ys s _ ol _— ~ 
cm ions” T } é i} 4 ‘ ‘ 4 et + - 
vly difficult path , < ¥ —- an wome groups and classes The ~ ae ene oe ieee 
i , . frish market jainess Classe Would cove + hentodion publishing dates, circulations, ad 
. . spers and other nant niddie income grou; = Indepe , Very vertisement rates, etc.. on all the 
“ : d goad de t up yunda provinets pers i re 
edia is not the best sign-posted ; Rey ‘ ae flective for mail or Wide P*ovincial papers in Ireland 
~~ sh wisi tra’ come group. Both these groups coverage The Irish Association of 
q t Only good buying groups =rtisi > - 4 
in I and, at t noment, tf i . en ‘tatin 4 . the 7 “ Sunday Press: Most suitable oa tis ~ — v 
J get authenticated circula habits af athes ‘ . : for national advertisers who want awson o udtin 
Nwure ’ nedia But it aise SS Srners t frive home new products The Associated Irish News 
7 Irish Press: Published daily anc . . paner 4 Dame > | ‘ 
" ’ tu obtain a Du oo Mnlidlon eieitinn Times Pictorial: Wee kly pic papers, 2 ame Street, Dublin : 
» of , kdown of t ‘ - th : aa m - 1 Good family appea Advertiser s Annual (Eire 
“ » the importan . . 
1} ny A Ha > . i ' ' Irish Field: Devoted to the Section), and other directories 
: . x d a 6CITC 4 ) oe t. ‘ : r ne bh} 
Rex wer the three ncome nie of | ~ae ” ’ lood . 
' wane oa pl. a py beseding hunting, cours Magazines 
1 x ’ . y iting “0 ricket 
: . . effect is greatest among the low . ee a t The trade and technical jour- 
1 coonom ve Nag ee cots dijeeative Radio Review: Household sls are dealt with on pages 26 
; : tt with a These group << a. oe with very good selling und 27 . : ; 
A -_ duction ihese groups os iportan an d - 
s* . ; , weount their big buying — esd: Week paper Few magazines in Ireland have f 
: 1 Standard: ekly large circulations by standard 
} fing sdvertising ° th ere = , » t atl y ands s 
Ww I hy pint Times: Definitely covers “!™ sreat influc — On Tn meer abroad. but each has its own 
w@ agenck should bx Pe rf ts Catholic stand-point loyal bod Piast we 
‘ : “i 5 eswtian: anemic u he income groups, and P on osnerh oyal ody of readers whose 
p] ‘ has sclective readership main oa? oe buying habits and desires are 
F i R lation breakdowns ' : |«=6Sm T n 
1 ~eoesaager 4 sees Dublin city and among th Irish < —— ¢ : rd ate often best influenced in the quiet 
i cts uu cadet ’ than f aare 1 ‘ 
“oer nd Property-owning classes through pita: wa = tramerraing’ i relaxed atmosphere of magazine 
‘ . , ta it the country. Mf your product ‘“S*‘ influ <tr C al cs, Teading. It is important to use, 
. ‘ ‘ pe scliing influence among athouics j 
‘ CTS VE isive, th ding to the nats 
: ‘ it ‘ culat ex " ~ x . = ‘ sticulasiy jm provincial arena — g 7 pn — the ] 
ve » Mihm nec wm NO 4 vaue 4 I o these 
t - 
| , a count out the fact tha Church of Ireland Ganette: magazines in your advertising 
i \ mu then a bri« ar ee . : , Main represen mpaign 
pa rh ou Wa . dices 7“ Is influ Protestants ir Capa BI : 
send , ‘ A great section of t " ; Complete details regarding all 
44 ncome group — these magazines may be had 
und d a ; oe eat dea Com — —en 
“Ber sie ork Examiner: Published in alin from the sources mentioned 
: : Cork Although Cork effes : - above There are publications 
! P eae tively covered by the thre a to cover all fields: social, women 
National dailies Setibis diliins, . dun /aieaeeiainn Provincials humour, sport and — generai 
j ‘a " t 1a nat i-wide basis To give an individua nsight interest 
] Irish Pres . d be contemplated withou nto all the provincial papers in Minufacturers and advertisers 
1 ¢ FE vaminer ‘ © Cork Examiner It is Ireland would require the full who require information on any 
1 
‘ ge papers, th flective pape uencing content of this Supplement. The aspect of rketing, advertising 
at i Hf / e Mai fesirable and rapidly ex vincial papers in Ireland are a or selling in Ireland would do 
= {« / } ure pul and narket in Cork and ad i n eve Ippropr well to contact the following 
' 1 { 1? ‘ ta ilies s a getting right organisations 
2 " { tvening Herald isschate t « w the people The Newspapers’ Managers’ 
. 46,33 ; f the trish Independent cities and large t& Association, 18 Suffolk Street 
if w < i K fing ! y as large circulation in people in the provinces Dublin 
: v4 wu Statistica 1) nd suburbs, and a great = the farmir mmunity The Irish Association of 
Abstra < $< (MM . or f towns throughout the iv. be home. read Advertising Agencies, 36 Daw 
a 7 % ' tal nu os It has three editions ipon their favou son Street, Dublin 
- ' . 1 the J unties t hed daily It 1s essential, when The Advertising Press Club. 
hat a ve od tvening Mail, though with a that in Ireland most <¢o Montford Publications, 16 
: , given bh Ma ls ‘ circulation than the = by the land, that th Lower O'Connell Street 
da and at the f Herald s widely read vincial papers is fully Dublin 
4 . tk back “ hout Dublin and suburbs als nportant f Association of Advertisers in 
: ads ca en { varticularly effective for duct is only being d Ireland, c/o Metropole Hotel 
t f tt Dublin 
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AND S trade, technical 


professional press has 
headway 
I he 


(sovern 


remarkable 
nd ol the 


eatlensive plans of 


rrhack 

ne « wat 
ment and private enterprise Lor 
the lurthet uke 
sgriculture 


velopment | 
industry, health 
services has contr 
this well 
ourse, as has the 
growth m member 
the various 
ind protessional bodies 
the underlying influence 
tediy been an all 
the func 
trade, 
ind professional publica 


ind social 
ited its quota to 
emg, of 
muinued 
hip and stat ot 
track 
Hut 
ss undou 
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Eighty trade and technical journals 
give wide, 


specialised coverage 


By MARTIN J. McMANUS, General 
Manager, The Parkside Press 


mplete for m 
stance, the 


lrish 


coverage 419 
dental field through 
Engineering Journal; and 

wering field through = the 

lrush Engineering Journal: and 
the hotel trade through I/rish 

Hinelier 


In other publications he is 


Britain buys 
most space 
The bulk of advertising 
revenue in the Irish trade, 
ge and = = profesional 
comes from Great 
hricaie placed either through 
that country of through 
branch offices or advertising 
agencies in Ireland, a lesser 
amount from the Continent 
and a small amount from the 
S.A. Most of the journals 
have advertisement representa- 
tives in London; a few have 
Continental and American 
representatiyes. 


assured of reaching every mem 
her of certain associations: the 
members of the Federation of 
Kuilders and Contractors through 
the Journal; the members of 


of Medicine 
Journal Of 


the Royal Academy 
through the /rish 
Medical Science; the members of 
the Veterinary Medical Associa 
ton of Ireland through their 
lrish Veterinary Journal; mem 
bers of the Irish Hardware & 
Allied Trades Association through 
the Irish Hardware & . Allied 
Trader; members of the Whole 
Grocers’ Association = of 
Ireland through the Irish Whole- 
sale mention but a 
teow 

He will find that 
rutes vary from £5 
paper trom mechanicals§ to 
chrome art, the sizes from demy 
Bvo to demy 4to; the circulations 
from a few hundred to 5,000 or 
more, that colour may be had as 
requested; that insets are accept- 
able in most cases, and that he 
may have as much space as he 
hikes as often as he likes 

He will find, too, that the 
reason why this press is in such 
1 healthy condition is that it ts 
doing its job well-——supplying the 
craftsman, the trader, the manu- 
facturer and the professional man 
with the specialised reading 
material and information he 
requires It is, for this reason, 
also giving satisfaction to the ad- 


sule 
Grocer, lo 


the page 
to £30; the 


_ Railway station posters are under glass 


By E. O'NEILL, 


Manager, Transport Subsidiary Ltd. 


bor the past two years the 
single-deck omnibuses in the 
Republic of Ireland have been 
carrying near and off-side panel 
spaces. 

These new bus spaces used on 
the trish National Il ransport 


Prov 


panel 


ing almost as popular 
on single-deck bus 


its kind 


Spruce 


System are claimed to be the 
first positions of this kind in 
turope, though the Canadian 
Omnibus Company is believed 
to have introduced something 
similar. 

Ibe demand for the space is 


: advertises here is the new 
» be the first position of 


in Europe 


proof of its popularity. It 


measures thirteeen feet seven 


June 5, 1952 


Ltd. 


vertuser— a fact that is shown by 
the growth in advertising revenuc 
the past few years This 
trend will, | believe, continue be- 
cause heretofore not every pub 
lisher was as efficient in seeking 
out new business as he should, or 
could, have been 

It is significant that 
our publishers are 
special overseas representatives 
to look after and further their 
interests in London and else- 
where. Special Supplements like 
ths in ApDverriser's WEEKLY 
should also do much to make 
known in the right quarters the 
variety and extent of our trade, 
technical and professional press 
with valuable results 


over 


more of 
appointing 


The way to win 

trade co-operation 

The existence of these publica 
tons—their low rates, their ex- 
cellent coverage and readership 
goodwill—should be of special 


RATES STEADY 
Despite steadily increasing 


. except in a few 
cases, above the rates opera- 
tive some years ago. 

Circulations have gone up, 
as also, in many cases, have 
the selling prices, 

The standard of 
generally—typography, make- 
up, printing has improved 
greatly within recent years. 


uction 


Tr 
Company has also uaedend 
glass-framed boards for dis- 
playing double-royal commer- 
cial, foreign railway reciprocal 
posters and the transport sys- 
tem's own propaganda posters. 

The use of glass in a general way 
at railway stations is rare. 

A start has been made at Cobh 
Railway Station and the cus- 
toms and booking office con- 
courses have been completely 
fitted out with glass frames. 
These frames keep the posters 
in first-class condition and save 
renewals, thereby reducing 
costs. 


American and Continental visi- 
tors, the Irish tourist organisa- 


A similar scheme “for other im- 
portant stations is under 
consideration. 


interest to the overseas advertiser 
and advertising agent who adver- 
tise here 

Every advertising campaign for 
Ireland that aims at stimulating 
demand or maintaiming prestige 
must—to be sure of maximum 
effectiveness—-include the appro 
priate trade, technical or profes 
sional publications to ensure the 
interest and co-operation of the 
trades that sell and distribute 
and the professions that recom 
mend requisition and use the 
goods advertised. 


A classified list of trade, tech- 

nical and professional journals 

published in the Republic of 

Ireland appears on pages 26 
and 27. 
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30000 


plus 


Up, up, up goes RADIO REVIEW'S circulation! 

Last ABC (july—December) was 107,552 . . . pre- 
sent. sales are over 130,CO0O0 copies weekly. No 
Irish weekly has grown as rapidly as RADIO 
REVIEW, Ireland's only radio weekly. And this 


all-week, all-family circulation costs only 25/- per 
s.c.i.... less than 24d. per inch per 1000. To 
reach the family market in Ireland, you must use 


IRELANDS ONLY RADIO ae 
 T$ mae ee. «6 


RADIO REVIEW LTD., 67 GRAFTON STREET, DUBLIN @ LONDON REP: D. W. MAYES, 69 FLEET STREET, E..4. PHONE CENTRAL 4447 
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any adverts 
AmMpaign must depend 


success of 


—~ 
ng 


to a very great extent on how 
ae informed the producers of 
the advertising are on. the 
product and the market The 
need tor the former ts taken 
for granted, but the need for 
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the latter is too olten over 
looked by British advertisers 
im Ireland 
By mmurd 1 mea ‘ ‘ 
- habit perament ind 
eterences pre « ™ 
ais ia the he 
en « s wih he 
present a pictu c 
be reached 
y ‘uu wi i] Ay 
emphasis on th he 
narket, f "ss { Na le pu 
pose of advertising’ TI capt 
8 calls for a plan, ¢ wl 
every part if itis to succeed fully 
Most advertisers recognise tha 


Copy must be slanted to 
the Irish market 


Director, 


dees not cxist, for most 
anyway, a rigid master 
arket-capturing plan which will 


unaltered, work equally well in 


ere 


<ducts 


say, Britain and the Sudan 
I have often notiwed the atten 
hon grven by advertisers of inter 
nationally known products to 
advertising designed to capture 
retain colonia! or foreign mar 
hets These markets are studied 
srefully appea's and copy 
proaches are decided upon 
f wing this study, and special 
Ivertising copy to suit these 
kely is prepared And this 
ngs Me to another market 
Ireland 
One of our patriotic songs has 
t the following line and 
Ireland long a province be a 
mation once again When this 
song was written Ireland was 
politically a province of Britain 
hut even then her people were 
ery far from being Britons 
Over thirty years ago Ireland 
hat is, the Republic of Ireland 
severed her poljtical ties with 
Britain and a strong, ever-present 
nationalism grew to full vigour 
y even to-day, one finds adver 
“Ts who wi prepare a we 
nl ¢ ‘fully thought out cam 
paign for a foreign or colonia 
arket ¢ use advertising 
designed for the British home 
arkhet in their Irish campaigns 
! s true that 
graphwally near Britain 
have ny cwese ft 
vd ‘ we speak 
idd ’ our native tongue 
The Amenecans too speak 
t st Yet would any British 
Ivertiser use copy designed 


weifically for the British public 


t his plan to capture an 


Ame: 


can market? He would 
iugh at the idea. After all, the 
Americans may speak English 
but. well, they are different 
they have a different tempera 
rr and outlook on life 


So, too, have the Irish. Ireland 
is @ separate market as is 
America. North and south of 
the border lies the Irish market, 
and part of that market is made 
up of the people who are as 
different temperamentally from 
the British as are the Americans, 

Many examples of the pro 
outlook of some British 
Ireland could be 
cited However, instead of doing 
t answer an wmnaginary 
idvert who has 
evided to revise his advertising 
Ireland 


vith ia 


aby srs on 
s let us 


iser 


special copy 


By BRIAN D. O’KENNEDY, Managing 
O’Kennedy-Brindley Ltd. 


nay be needed for Pd 
Ireiand What ~ 
then, would you 
suggest we use 
nstead of our 
British copy which 
% showing excel 
results here 
home?” 
For answer we 
take a product and 
irket In the 
market 
for example, the 


icnt 


toothpaste 
- 


appeal can be to AnOTMER OF 
beaut health 
picasant breath, to the danger 
f ills which may accompany 
ed teeth, etc The beauty 
pleasant breath appeals are 
1 the main, the ones favoured 
by British advertisers in these 
slands. In India the appeal! is 
sther to preserving sound teeth 
: of them--into manhood 
Appeal and approach are to 
parents The products ire 
exactly the same as in Britain 


the market pict is different 


and so the market-capturing plan 
designed for Britain would not 
work equally well for India 

More simply, the copy that 
sells toothpaste in Britain would 
not produce anything like as 
good results in India 

What a shock some advertisers 
of toothpaste would get they 
really nvestigated the tooth 
paste market in Ireland 1 do 
not say that the white teeth plea 
sant breath appeals are not o 
ducing results here They are 

but for a large part of the 
Irish market these ippeals, 
either singly or comb ned are 
wasted 

Apart from a few big centres 
Ireland, unlike Britain, is a land 
of rather isolated farm dwe!lings, 
small towns and villages 

Without delving deeply into 
market studies you wi f you 
are odservant, notice that thou 
sands of boys and girls, men and 
women in the country areas, 
ilthough well dressed and per- 
fectly groomed com pletely 
neglect their teeth Advertising 
to implant the habit of cleaning 
reth is needed but, you 
argue, they have that True 
they see the advertisements. the 
posters, pelmets and colourful 
showcards—but a {his seems to 
make no marked change in rural 
areas 

Obvious y then the arket 
capturing plan ws not quite as 
complete as it might be. Clearly 
the current appeal and copy 
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the mew family treat! 
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CHICKEN NOODLE SOLP 


Satcretog + 


WONDERFUL FOOOS 
market 
illus 
appeal must differ 
Britain 


indiv idual 


advertisements 


lreland is an 
4nd these 
trate how the 


from that made in 


sme nets ‘eh eememy cepa ty TH BLT OORO GEneRY 


approach are not the most effec- 


tive for this section of the 
market. A new appeal allied to 
the present ones with, perhaps, a 
more vigorous approach would 
produce good results in this 
ilmost untouched section of the 
toothpaste market here 

For many products Ireland 


presents a different market picture 
from Britain, and to get the best 
results appeals must match the 


Continued on page 28 
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This year Ireland is 
expecting you for 


Holiday 
Happiness 


Unlimited 


cll Ircland’s National Trans 
port Syster has made special 


thi 


plans to make this your best-ever 


iday 


Lurury Coach Tours 


Six-day (/ 17), nine-day (26 ens 


1 cleven-day (32 gns.) all-in 


ar 

vurs through = the loveliest 
scenes of the rish countryside 
and along th tlantic and Irish 
Sea coasts Killarney, 
Connemara and wher tamed 
beauty spots Fares for all-in 
conducted coach tours cover 
transportation and accommoda 
tion, all meals, gratuitics at 
first-class hotcls 


Day Coach Tours 


Delightful day trips from Dublin 
t 


tos 


. Killarney, 
ighal and 


Day Trips by Radio 
Train 
CliE’s unique Radix Train 


operates on one-day trips from 
Dublin ¢t Killarney, Cork, 
Galway and Sligo with musical 
pr v mimncs and ‘ mimnecnitarics 
m places en rout Fares include 
ch and high tea on 
train and tour by jaunting car (in 
Killarney 


Cork, Galway and Sligo 


Great Southern 
Hotels 


All that goes to make a perfect 
holiday awaits you at the Great 
Sourherr otels, located amid 


Ireland's 


rail travel, bur 


coach (in 


nm the 
west and south-west coasts t 
Parknasilla, Kenmare, Killarney, 
Mulrany, Sligo and Galway. Spec- 
ial combined rail and hotel tickets 
issued for off-season visitors, 


covering 7 days or week-ends 


Information 


Particulars from Pul 
Dept Coras lomy 
59, Upr. O'Connell St 


cal travel agen 


Ireland Supplement ADVERTISER'S WEEKLY 


Reich THOUSANDS 


MORE IN IRELAND 


BY OUTDOOR 
ADVERTISING 


T". best form of advertising in lreland—the way to reach the 


greatest number of people for the smallest outlay—Outdoor 


Advertising on the nationwide vehicles and sites of CIE, Ireland's 


National Transport System. 


Positions are available on: Dublin and Provincial Buses, 


Road and Bridge Sites, Railway Stations and Canals. 


Painted Boards, Flood Lighting and Neon Signs. Special 
quotations for Painted Boards. Rates may be had on application 
for Solus Positions, Flood Lighting and Neon Sign Displays. 


Transport Subsidiary will also design and print posters for 
advertisers. Write for descriptive booklet and rates schedule to: 
The Manager, 


TRANSPORT SUBSIDIARY LTD. 


59 UPPER O'CONNELL STREET, DUBLIN 
Telephone: Dublin 46301 /7 Telegrams: Transport, Dublin 
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ADVERTISER'S WEEKLY 


Fly to IRELAND 


EXCURSION FARES EVERY DAY 
UNTIL JUNE 9th! 


ony £8-5s. RETURN 


LOCALISED COVERAGE 
Special co; usd for towns 
served b fer Lingus 


CS TRIPPE DD of the glamour 
KO with which it has come to 
be associated, an 
much a producer as the firm 


airline 18 as 


which manufactures nylons 
Sausages, or canned beans 
Moreover, an airline is a pro 


ucer of the most perishable 
commodity in the world: seats 
Pand cargo space, which if not 
Ssold when they are available, 
:. in never be disposed of after 
wards even at bargain prices 


An airline's advertising must, 
therefore, be highly efficient 

Since it ts possible to spend 
“a great deal of money on the 
Pwrong hind of advertising, it be 
hoves an airline to select the 
publicity media most suited to its 
peeds. This is where other diffi 
Mculties begin Its market is 
Bpotentially world-wide, but ob 
Biously no airline, and particu 

rly one of the size of Aer 

ngus, could afford to pay for 
World wide coverage 


In post-war years, when major 
i 


— 


Ireland Supplement 


HOW AN AIRLINE SOLVED ITS 


IDLE TIME PROBLEM 


expansion may be said to have 


begun, Aer Lingus was faced with 
ling its goods in a virtually un 
charted market People wanted 


travel and money was plenti 
ful It was recognised, however 
that this state of affairs would 
1oft last, so the two big questions 


facing Aer Lingus at that time 
were: How much to spend? and 
where to spend it? 


The second question was easier 
to answer By 1947, the com 
pany's route pattern was begin 
ning to take shape. By means of 
surveys, some carried out by the 
company itself, and others by a 
market research concern, it be 
came apparent that roughly 70 
per cent of the company’s traffic 
originated in Great Britain, 25 
per cent in Ireland and $ per cent 
on the Continent and elsewhere 

It was decided, therefore, that 


the company's advertising and 
publicity budget would be spent 
n those places in roughly the 
same proportions. However, be 
suse advertising rates are cheaper 
) Ireland, because the country 
can be adequately covered 
through the medium of the 


national daily papers and because 


the local press are generous in 
their editorial comment, it was 
found that a proportionately 


lower amount of the company's 


promotional budget could be 
spent in Ireland 
The surplus, therefore, was 


allocated to the British market 
It was decided that, in order to 
reach the British market, a pro 
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LOWEST AIR FARES 


AER LINGUS 


halt we in the 


SINCE THE WAR! 
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~ 
Daily Express 


wok, excited much com 
cared in January 


1952 


June § 


By EAMON ROONEY, publicity and 
advertising manager, Aer Lingus. 


portion of the money available 
would be used to buy space in the 
great dailies which give national 
coverage. The remainder would 
be spent on space advertising in 
local papers circulating in the 
areas to which Aer Lingus oper- 
ated The amount of money 
spent in any particular area was 
related to the estimated revenue 
from these areas. The company's 
total publicity budget was based, 
ifter comparisons had been made 
with other airlines and compar- 
ible commercial undertakings, 
on a fixed proportion of its esti 
mated gross revenue from all 
sources 

This mathematical approach to 
the problem was all right as far as 
it went, but scarcely had the com 
pany’s traffic begun to expand to 
sizeable proportions when serious 
irregularities in the traffic pattern 
began to show themselves. These 
irregularities took the form of a 
triple peak, the vast majority of 
passengers preferring to travel in 
the middle of the day rather than 
in the morning or evening; at 
week-ends rather than in mid- 
week and in the four months of 
the summer season 

To cater for such unevenly 
distributed traffic would have 
required a fleet twice the size of 
that which the company had at 
its disposal—a _ cripplingly un- 
economic proposition, since many 
machines would be idle during 
slack periods, not merely not 
making money but spending it' 

Another problem to be resolved 
was that of competition Aer 
Lingus, it is true, does not have 
to meet the competition of 
another airline on its routes. But 
the level of fares charged by 
surface companies operating be- 
tween Great Britain and Ireland 
is Comparatively low: and the 
public had to be converted to 
travelling by air 

Acr Lingus through the 
medium of advertising. sought 
therefore to fill the valleys and 
level off the peaks. and had also 
to induce people, who were used 
to travelling by surface at rela- 
urvely low rates, to turn to a more 
expensive, if a speedier and more 
convenient mode of travel 


In a very large measure, the 
attempt has been progressively 
successful 


In the year 1945/46, Aer Lingus 
carried 21,630 passengers. In the 
financial year just ended, it is 
expected that the company will 


have carried over 270,000 passen- 


gers, more than ten times the 
1945/46 figure Moreover, in 
relation to the total number who 
travel between Great Britain and 
Ireland, the proportion of those 
who travel by air has been grow- 
ing steadily until it is now in the 
region of 20 per cent 
How were these 
rapidly achieved? 
The first practical step was to 


results so 


nov GF 


STARFLIGHTS 
SERVICE aveer niewT 


tem 
an 


60 he tae eee Senge oe 


TRrtm are times 
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FOR THE TRAVEL TRADE 


This ad. gave details of schedules 
and prices to agents 


make fares as low as possible 
The company’s advertising has, 
therefore, been primarily con- 
cerned with price. 

The second step was to pro- 
vide incentives that would spread 
more evenly the volume of traffic. 
To encourage morning travel, 
passengers who travelled before 
a certain hour were given 
vouchers for varying sums which 
could be used in part payment - 
for future air tickets The 


Continued on page 28 
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Ireland Supplemens— ADVERTISER'S WEEKLY 


Put Treland’s Great 


Provincial Newspaper 


on Your Schedule 


THE KERRYMAN 


for proven pulling power in Kerry, Cork and Limerick, a 
highly important section of the Irish market. 


AN A.B.C. PAPER Weekly net sales, 22,392 


and uf you want to reach Ireland’s 


prosperous Hotel Industry .. . use 


THE IRISH HOTELIER 


The Hotels Own Monthly Magazine 


Official Organ of The Irish Hotels Federation and of The 
Dublin Hotels and Restaurants Association. 


% London Representatives: 

HUSEY & CO., 92 FLEET STREET, E.C.4 
Telephone CENtral 8209 

% Head Office: 

5 ROCK STREET, TRALEE, IRELAND 
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gest and certain une ’ « 
hustastic and) = eflicien 
vrs of direct ma n Ireland 
I gh the network of deale 
ntain a nation-wide cor 
‘ ett ind eratu wilt 
ws 
W the active co-opera f 
he dealers, Esso’s dominant 
cme Happy Motorng 
ur Esso Dealer” is placed 
arly on the motorist’s break 
tab n every corner of the 
i Each piece of literature 
s the dealers name and 
ldress. the letters < n hs own 
etterheading, the postmark ‘ 
x al 
The importance of 
local mailing 
I provides the dealer with 
complete service There is a 
w iahe inge of folders and sales 
etters to choose from Where 
COCSSATY, Special letters are com 
sed dealer's own com 
ms 1 is accepted. The folders 
« verprinted with the dealer's 


WOMANS LIFE 


DUBLIN... 


@ has by for the largest 
circulation of any 


LI 


womon $ ma 


ts claims 


RATE 
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Iris 
gazine 


@ hos been tried an 
proved by internationc 
advertisers who use 
regularly 


S ON 


G REPRESENTATIVES 
FLEET STREET, LONDON, 


1754 


1960, 3/33 


E.C.4 
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@ is the only one with an 
A.B.C. certificate to prove 
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APPLICATION | 


How direct mail is getting results 
and earning dollars for Ireland 


BY A SPECIAL CORRESPONDENT 


me and address The dealer 
provides his own st of names 
ind addresses—— his customers and 
t spective customers in his area 
ft ss carry Mt othe print: work 
and sddressing f tum and 
supply the compicte shot” ready 
f mailing loca 
The results have been so satis 
factory f the deale nd Esso 
h the company's direct mai 
P the future have been 
" ab y ena ged he sue 
cess of the campaig 48s NOt Deen 
lost m other pe cum com 
panies who are, it 1s understood 
stepping up direc nai! expend: 
ire in future appropriations 
The Esso effort is an excellent 
example of how a manufacturer 
f branded goods f 4 particular 
group can co-operate with, and 


Reply paid service 
later in year 
One drawback to direct mail 
in Ireland is the lack of post 
office facilities for prepaid 
reply postcards and letters. 
Ihe Minister for Posts and 
Telegraphs, Mr. EF. Childers, 
has now indicated that he 
intends to institute such a ser- 
vice later in the year. This 
good news, for most mail 
advertisers feel that the pre- 
paid reply card and letter 
plays an important part in 


securing the maximum 
response. 
utilise the valuable contacts of. 
the local trader It shows also 
f course, the value to the local 
trader of the resources and initia 
ve of the larger firms in enab 
ng him to advertise himself, his 
shop and the branded ¢ dis at 
vy little cost and eff 
Leaflet sold £4,000 
worth of books 
The Parkside Lid, trade 
ind technical publist « are 
extensive users f direct mai 
both for the sale of tt publica 
fons and of advertising space 
1 sell Certain of the ablica 
is overseas they re almost 
tire on this mediu 
In the case of O' Ne Who's 
Wh some £4000 worh of 
cs Wwe sold rece is a 
i faca ign t elected 
’ Gsreat B ( anada 
\ustra New 7 ind. France 
\w eriand, Swed K ind 
th U.S.A Th hot sisted 
H caflet dad ated 
le In the case of 7 Com 


« 


Book 
editions 
disposed f 
ved direc 


plete of Grevhound 

were, in the main 
through orders re 
or through the trade 
result of postal contact using 
a folder and covering letter 


ine 


‘ 
pOuUr 


Direct mail is an economical 
ind effective medium for many 
Irish advertisers who want to 
earn dollars 

One firm now earning dollars 
through direct posta! contact is 
D Moleyn of Dublin” Ltd 
the tie and scarf manufac 


turers, who have produced special 
Irish designs on their ties and 
scarves and find that Insh people 
and people of Irish descent 
abroad are ready purchasers 
when contacted 


Tourist ‘shots’ at 
American-Irish 


The Irish tourist 


as part of its 


organisation 
extensive drive to 
bring dollar-spending tourists to 


Ireland, relied on direct advertis- 
ing to put its latest brochure 
4 Message From Ireland. into 
the hands of 20,000 Irish and 
Irish-Americans in the US.A 
This “shot” was the first in a 
comprehensive mail campaign 


designed to contact groups in the 
U.S.A. and in other countries 

Most firms using direct mail in 
Ireland initiate, produce, address 
ind despatch their own items; in 
practically case from their 
own lists, except where it is part 
of an advertising campaign being 
carried out by an advertising 
agency 


every 


Facilities for the 
biggest campaigns 


Practically every advertising 
szent in Ireland will handle a 
direct mail cam paign—some 
already do, and have been doing 
for years, but mostly on behalf 
of chents, the bulk of whose 
money is allocated to other 


nedia 


The agents initiate, plan, 
produce 


and. where the client 
address and despatch 
trade and professional mail- 
ing pieces (and samples) which 
form part of many of the big 
advertising c Am paigns 

Most of the — well-known 
machines which make direct mail 


desires it 
the 


possible are in use in Ireland 
Roneo, Gestetner Multilith.” 
Banda Addressograph, and 
thers, are to be seen in business 
ind commercial houses and 
government offices, thus testify- 
ing that direct postal contact is 
gradually developing in Ireland. 
alth few advertisers are yet 
usir the medium seriously for 
ao 


hard selling 
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The Bradys are a typical Irish family 
living in Bally—-, a busy little provincial 
town. Born and bred in the country 
they have the happy knack of being able 
to put in their leisure time without the 
aid of ‘‘ready-made"’ entertainments. 
But there is or.e form of amusement they 
do enjoy in common with their city 
cousins—the cinema. In fact, it’s perhaps 
their favourite, as attendance figures 
show that Ireland has one of the highest 
audience averages in Europe in com- 
parison to its population. People like 
the Bradys represent the greater pro- 
portion of the buying power in Ireland 
... don't give them a back seat when 
you plan your next campaign. Put your 
sales message on the screens of Ireland 


through Cinema and General Publicity 
Ltd. and for the widest market coverage. 
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ireland Supplement 


* todaes 
APE CLEAR 


THE IRISH TIMES | 


has a 


QUALITY CIRCULATION 


TIYHE readership of The Irish Times is mainly 
composed of Ireland's most influential citizens. 
They include men and women who occupy 
executive positions in industry and commerce, 
professional people, landowners, agriculturalists 
and public officials 
Collectively they represent such a large annual 
spending power that space buyers give The Irish 
Times tirst place in Irish advertising campaigns 
which require a quality circulation to sell quality 


goods and services 


THE IRISH TIMES 


Publishers of 
TIMES Pit lt RIAL 


IR ] { } / R ij if F \\ , 


IRISH FIELD 
{ND ANNUAL 


Head Office: WESTMORELAND STREET, DUBLIN 
Branches at CORK, LIMFRICK, BELFAST, GLASGOW 
London Office: 59 FLEET STREET, E.C.4 


London Advertisement Manager: MR, A. BROWN 
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Screen ads. reach 


‘barren’ areas 


By PETER RACKOW, Director, 
Cinema & General Publicity Ltd. 


DVERTISERS have been 
using the cinema screen in 
Ireland for over thirty years. 
They began by using glass 
slides, but these have now 
been superseded by the greatly 
improved method of the colour 
filmlet. 
These 


>> 


colour filmiets feet 
in length, 18 seconds playing 
tume, are the answer to adver- 
tusers requiring colourful presen- 
tation with movement to convey 
an adequate idea of the goods or 
services they offer to the public; 
and the high standard of produc 
tion is equal to that of any other 
country in the world 

New techniques and new colour 
systems are always being studied 
with a View to improving the re- 
production of colour New 
methods of animation and ways 
of lowering costs are constantly 
under review and it is hoped that 
soon, colour and animation wil 
be available to even the smallest 
country advertiser 

The development of the colour 
filmlet is of special interest to the 
advertiser of branded and pack- 
aged products. Modern pack 
design, generally of a high and 
colourful standard, requires faith- 
ful reproduction in all advertis- 
ing. if pack recognition is to be 
100 per cent. The colour filmlet 
achieves exceptional fidelity to 
form and colour. The bigger ad- 
vertisers are taking advantage of 
this and the demand for space 
grows 

Nearly every cinema in the 
country now shows screen adver- 
tising, including first run cinemas 
in the centre of Dublin 

An important feature of cinema 
screen advertising in Ireland as 
elsewhere is, of course, the two- 
minute advertising film These 
films have the advantage of pre- 
senting an advertising story with 
the visual and the spoken word. 

The two-minute film offers wide 
scope for retailer co-operation: 
It is a powerful weapon in the 
hands of the sales manager, and 
a morale-builder for the travel- 
ling salesman. Its purpose is to 
tell the story of the product, or 
service, in a manner best suited 
to the function it performs. 


How advertisers check 
audience reaction 


Many advertisers whose pro- 
ducts or services would best be 
publicised by the two-minute ad- 
vertising film are still under the 
impression that this form of 
screen advertising can only be 


used by the big advertiser because 
of high costs. But overall costs 
including production, copies, and 
exhibition in the cinemas of 
Ircland can, in many cases, be 
met with a quite modest budget 

There are approximately 260 
35 mm. cinemas in the Republic 
of tlreland, some of them in 
remote districts 


that over the whole country the 
average is nearer 60 per cent. 
This applies more especially to 
the country situations which are 
some distance from the larger 
towns and which have few other 
forms of entertainment. 

Some of the big advertisers who 
have numerous sales representa- 
tives make independent checks on 
the cinemas they use by getting 
their representatives to visit the 
cinema in each area in which 
they are working, and filling in a 
form telling how the advertising 
was shown, how the audience re- 
acted to it and whether the 
cinema was full or not. When 
these reports are received they 
nearly always show that the 
house was full and that audience 
acceptance was good. Both Lever 
Brothers (Ireland) Lid. and The 
Esso Petroleum Company employ 
this method to test the medium. 


These precautions 
prevent abuse 


When screen advertising be- 
came popular, it was realised that 
precautions must be taken to 
prevent abuse, and it was decided 
to restrict the number of adver- 
tisers OM a given screen to a 
number which would give cach 
advertisement recognition without 
becoming tedious to the viewers 
The number agreed was a maxi- 
mum 15 advertisements. Another 
step taken at this time was to pro- 
vide exclusive coverage so far as 
was possible to a specified pro- 
duct, as it was considered that 
competing products in such 
restricted space would clash to 
the detriment of both 

Further steps to safeguard 
the interest of the advertisers 
were taken in England in con- 
junction with the Advertising 
Association, the Institute of 
Incorporated Practitioners in Ad 


Continued on page 28 
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Ireland Supplement ~ ADVERTISER'S WEEKLY 


all about Irish bulls... 


“See those two cows in that field,” says the Irishman, 
‘well one of them is a bull.” 


His English friend thinks the “bull” is a blunder; 
the Irishman means it for a joke. 


ea ae 


Minds not quite in step often need to be harmonised 
People are just people everywhere but there is a 
‘habit of mind’ or a ‘wave length’ which is peculiar 
to each race and which conditions our approach to 
many subjects. For this, and other reasons, it pays 


f 
{ r } to use an advertising agent on the spot when there 
) | 4 is an important selling job to be done. 
Arks is one of the leading Irish Agencies, experi- 


enced and well equipped to give you such service. 


ARKS LIMITED 16 HARCOURT STREET DUBLIN 
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High pressure publicity 


You can easily and speedily does not pay 


reach 


the prosperous 
agricultural and industrial 


By PETER D. COLEY, Director, 
Sidney Barton (Ireland) Ltd. 


community of 


COUNTY TIPPERARY 
and 
adjoining Counties 
through 


“Che Cipperary Star”’ 


One of Ireland’s best weeklies 


London Agent : W. H. Young 
177-8 Fleet Street, London, E.C.4 
"Phome Central 4497 


Che Anglo-Celt 


Ireland’s Foremost Provincial 
Weekly Newspaper 


NEWS FROM 8 COUNTIES IN 


3 PROVINCES 


A weekly paper must be a good newspaper before 


it can be rated a good advertising medium 
Anglo-Celt is both. 


Circulation Books and Auditors’ Certificate of 
Net Paid Sales available for inspection by bona 
fide Advertisers or their 


HEAD OFFICE: 
‘Phone CAVAN 3 


The 


London Office: 80 FLEET STREET, E.C.4 


"Phone? CENTRAL 4438 


Asout sixty years ago, an 
early imsurance salesman 
knocked on the door of a 
Donegal cottage. 

I'm calling to see would you 
be interested in taking out an 
insurance policy,” he said to the 
woman who appeared. 

“A what policy?” 

“Let me explain briefly. You 
see, you pay me so much per 
week and then when you die, 
your relatives receive so much. 


When I die. But sure what 
use would moncy be to me an’ me 
dead?” 

Well, after all, you would like 
to make sure that your funeral 
expenses were provided for.” 

Well, I've seen a lot of people 
die in me time but 1 never seen 
any left lying above the ground 
yet. Good day frye.” 

Any man when first trying to 
promote public relations or mar- 
keting research in Ireland will 
sympathise with that pioneer 
imsurance agent [hat same 
good - enough - for - father-good- 
cnough-for-me” attitude is the 
reacuon of many Irish business 
men when the function of public 
relations is first explained to 
them. 

The Irish business man is con- 
servative and tends at first to be 
suspicious of new ideas 
methods. He prefers to stick to 
the “tried-and-true” methods of 
his father. From this it will be 
evident that the greatest job con- 
fronting the pioneer Irish public 
relations man is to sell the idea 
of good public and press relations. 


Planning instead of 
hit-and-miss marketing 
There are, however, several in- 

fluences at work on his behalf. 

Irish industry is growing and ex 

panding, and in ws growth it is 

adopting the promotion methods 
and techniques of England and 

America. The younger g@neration 

of business men gradually taking 

over control of Irish industry are 
becoming conscious of the neces 
sity for a public relations policy 
in business 

At the same time, a number of 
progressive companies are begin- 
ning to realise that in marketing 
and selling better results can be 
obtained by scientific planning. 

Meanwhile, the Irish public 
relations man—-possibly trained 

n England or America—is also 

learfing a lesson: in fact. several 

lessons 
The first thing he realises is 
that to apply text book methods 


in Ireland is futile and that tech 
niques applicd successfully in 
England or America may be com- 
plete flops in ireland High 
pressure publicity, slick promo 
tional stunts simply bounce off 
the Irish mind, 


Public relations man 
must tread carefully 


The public relations man also 
faces another difficulty In a 
country which 1s highly religious 

and where there are strong 
political differences—it is very 
easy to tread on people's wes. 

One of the first things he will 
realise iS that Irishmen are proud 
of Ireland. This may seem ob- 
vious no matter what country 
one thinks of but, actually, the 
Irishman, at close quarters, gives 
little sign of patriotism. He will 
often grouse and complain, be- 
little and attack his fellows, his 
Government, his policemen, his 
transport system. He leaves one 
with the impression that patriot- 
ism in Ireland is dead. 

But take him out to the mag- 
nificent Dublin Airport and stand 
by him as a sleek aircraft roars 
down the runway and see his 
chest expand. That is his vulner- 
able spot. 

So when the public relations 
man sits down to inform the 
nation that a new radio or bicycle 
is being launched on the market, 
he does not begin writing enthusi- 
astically about bandspreads, 
valves or 3-speed gears. As news 
releases they would find their 
Way into editorial wastepaper 
baskets by the shortest possible 
route 

Instead: “The large new fac- 
tory at Ballyscarum will give 
employment to 700 Irish men and 
women when it opens in October 
next. This factory-the biggest 
safety-pin manufacturing works 
in Europe—will go into produc- 
ewe, 

A publicity news story has 
become a story of vital interest 
to a growing nation. 

The reticence of the past is 
dying. The progressive business 
man in Ireland to-day is throw- 
ing open the doors of his factory 
for all to see. He realises that 
he must enlighten the public on 
the work and achievements of 
his industry, product or business. 

Now, when the progressive 
business man plans his advertis- 
ing. he considers public relations 
and direct advertising. There js no 
question of these media supplant- 
ing any other. He knows that 
each has its own part to play and 
that they are complementary to 
each other. 
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INDUSTRIAL CREDIT 


COAPARY, LIMITED 


(Incorporated under the Companies Acts, 1908 to 1924, 


pursuant to the Industria! Credit Act, 1933) 
* 


Authorised Capital . . . £5,000,000 
Issued and Paid-Up Capital . £1,000,000 


CAPITAL UNDERWRITING 


INDUSTRIAL FINANCING 


Offices : 
9 LEINSTER STREET, DUBLIN 


' SOUTH OF IRELAND 
‘PUBLICATIONS | 


The Irish 
FARMERS’ JOURNAL 


The Official Organ of Macra na 
Feirme—lIreland’s largest and most 


progressive Farming Organisation 
PUBLISHED EVERY SATURDAY 


Share in Ireland’s Farming Prosperity! 


Last year our farmers earned £130 million 


6 MOUNT ST. CRESCENT, DUBLIN 


PHONE : 61085 


LONDON OFFICES 
80 FLEET STREET 


PHONE: CENTRAL 4455 


® AGREED 
The time and effort 
expended in securing ade- 
quate distribution merits 
the correct choice of 
media necessary to establish 
the essential link between distribution and sales. 
| ®@ AGREED ALSO 
That throughout the industrial and agricultural 
province of Munster this link can only be procured 
through the concentrated circulations of the influential 
papers on the spot —the papers that really cover the South 


| The Cork Examiner 


, Cork Evening Echo Cork Weekly Examiner 


HEAD OFFICE: PATRICK STREET, CORK 
Branches at Dublin Limerick + Waterford 
London Office; Fleet House, 58 Fleet Street, E.C.4 
Private wires between London, Dublin and Cork 
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ADVERTISER'S WREKIY 


Ireland Supplement 


OUT ON ITS OWN 


AS AN ADVERTISING 
MEDIUM 


* 


THE 


DROGHEDA 
INDEPENDENT 


WITH STEADILY INCREASING 
WEEKLY NET SALES OF 


15,092 


copies 
CERTIFIED FIGURES 


A.B.C. 


OFFERS TO PROGRESSIVE ADVERTISING 
AGENCIES AND THEIR CLIENTS 


COMPLETE COVERAGE 
OF COUNTIES LOUTH, MEATH AND WORTH DUBLIN 


* 


IF YOU WANT RESULTS YOU WANT. 
THE DROGHEDA INDEPENDENT 


Rate cards on application to 
Cc. F. O'DONOGHUE 
9 SHOP STREET, DROGHEDA, IRELAND 


dlan Whitw 
director f 
Britain 1S.B.A 


speaking at the in 


rth 


augural meeting of 


ireland 's Associa 
tion of Advertisers 
Centre 

©} Sheehan 
man and 


chair 


rivht 


Albers Price 


orary Secretary «of 


how 


the Associatin 


Association safeguards the 
advertiser’s interests 


PRIOR to June 1951, adver- 
tisers Ireland had no 
organisation such as the Incor- 
porated Society of British 
Advertisers to represent them, 
to negotiate with other parties 


m 


ind to safeguard advertisers’ 
interests generally 

The need was obvious, and 
when a small group took the 
tittative, the decision to form an 
Association of Advertisers in 
Ireland, with headquarters in 
Dublin, received a spontaneous 


welcome 


About 35 large advertisers 
undertook to sponsor the move 
nemt through its initial stages 
und, since the foundation of the 
Association on June 19 last year 


membership has increased rapidly 
ind now embraces practically all 
the larger firms in the country 
Advertising 1s becoming more 
ind more an exact science, and it 
for advertisers to 
exercise the utmost discrimination 
i the placing of advertisements 
With the lower purchasing power 
of the £, advertisers are faced 
with a completely new set of 
standards, and the merits of the 
different forms of media can only 
be assessed by comparison. Such 
comparisons can only be drawn 


TRADE with IRELAND 


Representation in Dublin 


Fi. ST class 


Consultant 


in treland for Newspapers and 
Publishers of specialsed crade 
technical, scientific and class pub- 
heatons 


Fully experienced in ipitiating and 
organising editorial contents, ad- 
vertising revenue and circulation of 
supplements, special issues and 
editions carrying features of interest 
to Irish advertisers and readers 
Surveys, reports and recommenda- 
HOM OF New industries, marketing, 
appommtment of agents, etc Special 
assignments and Comm asions 
indertaken 


BASIL CLANCY 


FOXROCK, DUBLIN. IRELAND 
Phone 82623 


correctly if advertisers afe given 
he necessary facts and figures 

Ireland is singularly well 
catered for in regard to the differ- 
ent forms of media. It is very easy 
for advertisers to spend moncy 
but their real problem is to ex 
pend funds wisely so as to ensure 
the maximum return 

For instance, press advertising 
a the Republic reaches a high 
standard, but comparatively few 
publications issue certified net 
sales figures The time has gone 
when publishers’ statements are 
sufficient Certified net sales 
figures should be given as a matter 
«f normal! business practice. True 


By ALBERT PRICE, 


Honorary Secretary, Association 
of Advertisers in Ireland 


the cost per inch (or per page) 
per thousand circulation is not 
everything—allowance must be 


made for extra sales arising from 


competitions as such extra sales 
do not benefit the advertiser. On 
Other vital points, such as pre 


sentation and readership, adver 
tisers are quite capable of assess 
ing these factors themselves and 
deciding whether such and 
such a periodical is the best 
medwm for advertising their 
products 

The Association has formed 
sub-committees specialising in the 
different forms of advertising. 
such as press, radio, films, exhib: 
tions, Outdoor advertising, neon 
signs and window bills 

The press sub-committee, while 
developing its campaign for certi 
fied net sales, is also engaged in 
compiling a list of approved 
Irish newspapers and periodicals 

In practice, the Association in 
vestigates, with an open mind. 
advertising propositions of every 
type. It ts also concerned with 
restrictions on advertising 

The practice, adopted only re 
cently by certain forms of media 
of mereasing rates arbitrarily, is 
deprecated and whenever possible 
such increases will in future come 
before the Association for prior 
negotiation 

It is felt that 
of the Association 
fully secured 
yet and there ix 
ex pansion 


of 


the foundations 
have been 
but it is very young 


great room for 
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Ireland Supplemens —ATYVERTISER'S WEEKIY 


Treland’s Premier Social Monthly 
(EST. 1890) 
PUBLISHED Ist EACH MONTH 
An “indispensable” for top-grade results in the Irish market— 
all Ireland coverage. Exclusive articles by acknowledged 
experts on Art, Fashions, Beauty, Hunting, Racing, Motoring, 
Golf, Theatre and all current Social and Sporting Events. 


LAVISHLY ILLUSTRATED 


Ask for specimen copy and rates 


The Advertisement Manager 
“Irish Tatler & Sketch,” 
Commercial Buildings, Dublin 
*Phone : 78551 


Publishers : 

Wilson, Hartnell & Co. Led., 
Dublin 

"Grams: Hartnell, Dublin 


The 


FARMERS’ 
GAZETTE 


IRELAND’S Established 1842 

LEADING 

WEEKLY 

FARMING 

JOURNAL 
The farming community of Ireland forms a market 
of immense value to advertisers, whether the product 
is a necessity of present day farming or of a general 
home appeal. Farming is Ireland's leading industry 
and those engaged in it look to the “Farmers’ 
Gazette” for up-to-date news and information con- 
cerning their everyday interests. For more than 
100 years the “Farmers’ Gazette” has served Irish 
Agriculture. Specimen copy and advertisement 
rate card will be sent om request. 


Head Office: 179 - PEARSE STREET - DUBLIN 


Telegrams - “ Farmers Garette "’ Dublin Telephone - Dublin 73236 


London Office: 69 - FLEET STREET - E.C.4 


Telephone Central 5453 


There are... 
2,786,033 Catholics in treland* 


There are... 
662,652 families in Ireland* 


There is... 


NATIONAL CATHOLIC Sieoenttm WEEKLY NEWSPAPER 


STANDARD 


A.B.C. Circulation 


Standard House, 12/13 Pearse St., Dublin 


| 
| 
"Phone: 77316 (4 lines) "Grams: Aquila, Dublin 


London Representative: Dennis W. Mayes 


69 Fleet Street, London, E.C4 
CENtral 4447 


*26 Counties only 
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ADVERTISER'S WEEKLY 


Ireland Sut 


The National Humorous journal of Ireland 


3ist Year of Publication 


Head Office 


47 Middle Abbey St. Dublin. Wires DUMO, DUBLIN 
London Office LUDGATE HOUSE 
107 Fleet Street, E.C.4. Phone CENtral 2412 


BY FAR THE 
LARGEST CIRCULATION 
OF ANY 
MONTHLY JOURNAL 

PUBLISHED 


IN IRELAND 
(Member A.B.C.) 


DUBLIN 
OPINION 


On sale Ist of each month 


DUBLIN OPINION HOUSE 


HATIONALIST AND 
LEINSTER TIMES” 


_ LEADS 
THE 
WAY 


IW LEINSTER 


16,000 
in Carlow 
Kilkenny, Dublin 
N. Wexford 


to none from all view points 


each 
Laois, Kildare 
Wicklow and 


Circulating copies 


week 


the paper is second 
The only newspaper published in 
County Carlow 


Ask for specimen copy and rate card 


42 TULLOW ST., CARLOW 


London Office 


92 FLEET STREET, E.C.4 


CENtral 8209 


Whether you are a 
buyer. seller, manufacturer 


or distributor, use 


THE SLIGO 
CHAMPION 


as your advertising medium 
As a business man it will pay 
you. Largest Circulation in 
the North-West 


Proprietors of 


The People’s Press 


Read in every household in Co. Donegal 
Circulates in Derry, Tyrone, 
Fermanagh and most North- 
ern Counties. The paper is 
an Excellent Advertising 
Medium and taken in con- 
junction with its ee. 
rary the ‘’SLIGO CHAMPION” 
the combined area of circu- 
lation of our Two Papers 
extends from Mayo to Malin 
Head 
SPECIAL ATTRACTIVE GROUP 
RATES FOR BOTH PAPERS. 


THE CHAMPION 


PUBLICATIONS LTD. 
WINE STREET, SLIGO ‘Phone 33 


ranch 
LIFFORD, CO. DONEGAL ‘Phone 15 
LONDON, 92 FLEET ST. Cen. €209 


plement a} 


he RISM, after agriculture, 


is Ireland's most important 
' 


industry Fortunately the in 
dustry 1 favoured with a 
wealth of natural assets 
I und’s scenery is varied and 
sutifu < $ abunda 
ve. m food, commodities 
ch a Tee d drink are 
l cApensiy tha n 
. g? sur “ ands 4 wide 
‘ ot 1g fac cs 1s 
i at reasonable cost and 
‘ tan of i the 
wople's lcisu y way of life pro 
feos a contrasting tful caln 
nha as unique atirs s fo 
x who seckh a fh jay fro 
ve bustling of more industrialisec 
ceties 
Ircland occupies a peculiar 
momic position n that her 
v earnings are Of para 
unt importance in reducing the 
udverse trade balance 
In 1949 Ireland's tourist indus 
earned £28 million while its 
umed cattle exports carned ap 
simately £20 million At the 


me time the net tourist receipts 
I ynsiderably greater 


re 
otal value of all non- 
exports. In the field 
* dollar earnings the tourist in 
lust sccounted for $12 million 
f the total $30 million which 
came into the country Other 
commodity exports yn} reached 
he figure of $1°8 mill 
Though successive Govern 
ments have recognised the out 


standing importance of the tourist 
> 


ndustry, only in recent years has 
the general public realised that 
this nvisible” export bene fits 

tt only hotelkeepers and trans 
port concerns, but a large num 
her of other industries and the 
nation as a whole 

The result within the tourist 
ndustry itself has been a re 
adjustment and mprovement 
designed to consolidat gains 
nade in the immediate post-war 
vears. and a determined move 
into the competitive international 


urist market 


During 1950, as part of the 
FCA. programme. the Irish 
Government invited a team of 
American experts to come. to 
Ircland and conduct a survey of 


¢ tourist industry and its poten 


tia es 


Ar the 


Sarr 


SLIGO INDEPENDENT 
& West of tretand Telegraph 


Established (855 P mopence 
Published every Friday (f turday) 
Family Weekend Newspape rceulates in 


the West and North-West 4 eland, 


luding Sligo, Mayo. Roscommon, Leitrim 
donegal. Fermanagh Longford, and Dublin 


et 
4 Grattan Street, Sligo (Eire) Phone 406 


roprretor Wm Peebles 


Tourism—tireland’s 
second industry 


By F. F. O'SULLIVAN 


shed Irist 


Tourist Board visited the United 
Sta t stud nic y als 
and the possip es of deve 
mz the dolla iris arket 
Ea ast ar Ireland had 
firs Arge-sca H and Cate 
ng Ext Du whic 
the important firms connected 
t f shing, equipping 
id supplying, staged exhidits 
The « nt. which lasted a week 
and was an itstanding success 
focused attention on the tourist 
ndustry as an entity. Previous 
the tendency had been to regard 
as a vaguely connected group 
{ sma ndependent units 
Whilst the special necessity of 
ncreasing dollar carnings ts 


the industry is aware 


ccognised 


With natural resources im us 
favour, the Irish tourist industr 
is making a big effert to earn 
more dollars 
that most visitors come from 
Britain To hold these two 
markets, and to expand them 
hoteliers and caterers have em 
barked on large schemes of 
modernisation The result has 


been a heavy increase in demand 
for new equipment 

At the same time a number ol 
fficial and voluntary traming 
schemes for employees and pros 
pective employees im the cater 
ng trade are already in operation 


And now, confident that it has 
plenty of natural attractions to 
} offer the visitor, and a catering 
| industry that wil extend to them 
he country’s traditional warm 
| hospitality, the tourist ndustry 
| w embarking on an extensive ad 
vertising campaign This, ts 
hoped, will bring a record number 
| of visitors to the country in the 
coming months and even greater 
numbers in 1953, the year of 
Ircland’s National Festival An 
Tostal.” 
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Ireland Supplement ADVERTISER'S WEFKLY 


The 
Irish News Agency 


Trade and technical reports— 

with and without pictures— 
are a speciality of The Irish News Ageney, which 
has the most modern photo equipment in Europe. 


Teleprinter lines link Dublin and London offices. 


LONDON DUBLIN BELFAST 
149 Fleet Street, E.C.4 13 16 Fleet Street 110 Donegall Street 
Telephone: CITy 2861/2 leephone: 798212346 Telephone : 29363 


Es 


sien xil gi GREAT STRENGT Hq 
SOUTHERN . 
STAR 


Leading IRISH Weekly 
* 


Covering (49 Years Strong) 
CORK CITY and COUNTY 
(one-fifth of the Republic of Ireland) ABC CERTIFIED AVERAGE FORT- 40 609 
me NIGHTLY NET SALES JULY-DEC. 1951 ’ 
Certified A.B.C. Circulation 


HEAD OFFICE : 
THE SOUTHERN STAR 
Skibbereen 


LONDON OFFICE 
115 High Holborn, London, W.C.1 
Tel. Chancery 8782 | A POWER OF GOOD 
* Printed bys’ The People" Newspapers Ltd., Wexford 


London Representatives : 
W. H. Young & Co., 
177-178 Fleet Street 


CT 
al 


Published : 39 Lower Ormond Quay, Dublin 
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SUVERTISERS WEEALY 


the man 


who 


left his 


and 


me =O MARKETING 


: iw 
| | the hands 
BBD OMAS 
of Dublin 
4 


DVERTISING 


Ireland Supplement r 


The Irish trade and 
technical press 


A classified list of journals, prepared by Martin J. McManus, 
General Manager, The Parkside Press Ltd 


Accountancy, Banking: trial Directory of Ireland 
lrsh Accountant A Secretary (Ihe Parkside Press Ltd.) 
(Morus & Co), monthly annually 
irish Banking Magatine Ursh Chemints: 
Bank Officials Association) Irish Chemist & Druggist (The 
monthly Sackville Press), monthly 
Journal of the Institute of Civil Service: 
Bankers in Ireland (The In The Civil Servant (Civil Set 


stitute of Bankers in Ireland) vice Clerical Assoc.), monthly 


quarterly Civil = Service Journal (Civil 
Agriculture: Service Executive & Higher 
The Farmer Journal (brish Officers’ Assoc.), monthly 
Farmer's Journal Lid) ©@mmercial Travellers 
moathly trish Commercial Traveller 
Farmer's Gazette (Brunswick Fleet Publications), monthly 
Press Lid.), weekly Cycle Trade: 
Landmark (Muintir na Tire) trish Cycle Trader (M. J 


nonthly O'Connor Ltd), monthly 
trish Agricultural & Creamery  Ventints, BS 
Review Unsh Creamery Man Irish Dental Journal (Anish 
sgers’ Association), monthly Dental Association) bi 
farming Post (The Agricultural monthly 
Assoc «Of Ireland), monthly Irish Medical Directory & 

Model Farmer & Stockbreeder Hospital Year Book (The 
Grafton Publications Ltd) Parkside Press Ltd}, 
monthly annually 

Doctors, Hospitals: 
Architecture: ‘ , 

y » Aschitect (The Parkside Irish Journal of Medical 
‘Pease Ltd). monthly Science (The Parkside Press 

(rcohitectural Survey (The Park J ‘ om , —, Med. 
side Press Lid), annually ournal of the Irish Medical 

tr hitec tural Asn of Ireland Assoc (Grafton Publications 
Year Book (Architectural Lid.), momthty 
Assoc. of Ireland), annually Irish Hospital (The Parkside 

ear Book of the Royal Insti Press Ltd.), monthly 
tute of Architects of lreland Irish Medical Directory  & 
Royal Institute f Arch Hospital Year Book (The 
ects of Ireland), annually —— Press Ltd.), annually 

lrish Contractor (Fleet Publica Drapery, Textiles: . 
tions), monthly trish Draper (Trade Press (1) 

farm Machinery Guide a td.) — 

(Mountford Publications) aor 6 oaeee (The McEvoy 

saseiie Press Ltd.), monthly 

magi es Outlook in Fabrics & Fashions 
Bakery, Confectionery: The Parkside . 

Irish Baker (M. 3. O'Connor et ny side Press Lid.) 
"ee bi ry - , Irish Furniture & Furnishings 
on an “itd "y > 7 yathly Fleet Publications), monthly 

0 < te ime 


hectrical, Radio: 
Building 


: Irish Electrical Trader (M. J 
lrish Builder & Engineer (The O'Connor Ltd), monthly 
Sackville Press), fortmightly Irish Radio & Electrical Journal 
Irish Contractor (Pieet Publica U. J. McCann Ltd.), monthly 
ns), monthly t ngineering: 
KK lers Journal (hederation Irish Builder & Engineer (The 
{ Builders), monthly Sackville Press), fortnightly 
Businee, Industry, Commerce: irish Engineering Journal (The 
umber of Commerce Journal Parkside Press Ltd). monthly 
Dublin Chamber of Com Irish Engineer's Journal (lrish 
erce), monthly Engineering Publications 
tribution (The Parkside Ltd), monthly 
Press Ltd), monthly irish Contractor (Fleet Publica 
Industrial Year Bowk tons), monthly 
MeBvoy Publishing Co drish Engineering Directory 
lid annually The Parkside Press Ltd.) 
industry (McEvoy Pub annually 
shing Co., Ltd), monthly Grocery: 

Trade Journal & Statistical Reva RGD.ATA_ Review 
Kullet (Central Statistics Retail Grocery. Dairy & 
ilioe, Dublin) quarterly Niled Trades’ Assoc.) fort 

(Harpers Ltd) rightly 
thly Wholesale Trish Wholesale 
Miauritime Magazine and Import Grocer (The Parkside Press 
( Fuporr Gazette (The Park Lid), monthly 
te Press Ltd), quarterly Hardware, 1 : 
rN : Who's Who & Indus Irish Hardware, Allied Trader 
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Are you 
selling in 
LIMERICK 


CLARE 
TIPPERARY 
NORTH CORK 
EAST KERRY? 


*® This area ranks among 
the best in Ireland for 


High Purchasing 
Power and is prac- 
tically the exclusive 


territory of 


THE 
LIMERICK 
LEADER 


Ireland’s Best Provincial 
Advertising Medium 


Send us your adver- 
tisements and watch 
your sales expand. 

3 issues per week. 
Mon., Wed. & Fri. 


Friday issue over 
22,000 copies. (A.B.C. 
certified). 

The “Limerick 
Leader *’ carries a 
greater volume of ad- 
vertising than any 
other Irish paper of 
its kind because 
“LEADER” Ad- 
vertising pays the 
Advertiser 


Write for specimen copy and rate 
card 


THE LIMERICK 

LEADER LTD. 

54 O'CONNELL ST. 
LIMERICK 
Telephone 274 


London Office 
92 FLEET STREET, E.C.4 
CEN. m09 
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lle lie 


A implement & Machinery 
Review (McCaul & Spillane) 
monthly 
Hotels, Restaurants, Guest 
Houses: 
Irish Hotelier (The Kerryman 
Lid.), monthly 
irish Hotel & Catering Year 
Book (The Parkside Press Ltd.) 


Jewellery, “ 

trish Jewellery & Fancy Goods 
Journal (Fleet Publications) 
monthly 

irish Jeweller (M. 3. O'Connor 
Ltd), monthly 

Law: 

Irish Law Times & Solicitors 
Journal (Alex Thom & Co 
Ltd}, weekly 

Irish Legal Diary (Browne & 
Nolan), Every day during 
Law terms 

Licensed Premises: 

irish Licensing World (lom 
Merry), monthly 

Licensed Vintner A Grocer 
(Licensed Vintner & Grocers’ 
Assoc.), monthly 

Licensed Trade Year Book & 
Directory (The Parkside Press 
Ltd), annually 

Marine, Shipping, Ports: 

Murntime Magazine & Import 
& Export Gazette (The Park 
side Press Ltd.), quarterly 

Meat Trade: 

Irish Meat Trade Journal (irish 
Meat Trades Journal! Ltd.), 
monthly 

Motor Trade: 

Irish Motor Trader (Major 
R. P. McCoy), monthly 

Irish Motor Trade Journal 
(Fleet Publications), monthly 

Nursing: 

Irish Nurses Magazine (\rish 
Nurses’ Organisation) 
monthly 

Irish Nursing News (irish Guild 
of Catholic Nurses), bi 
monthly 

Irish Nursing & Hospital World 
(Grafton Publications Lid.) 


Stationers: 
Lason's Bulletin (Eason & Son 
Ltd.), bi-monthly 


Irish Reta 
Gazette (Wt 
agents 
Stationers 
monthly 

Opticians: 

lrish Optician (biect Publica 

tions), monthly 
Police: 

Garda Review (The Garda 
Review Lid.), monthly 

Garda Directory (The Parkside 
Press Lid.) annually 

Poultry: 

Irish Poultry Keeper 
Publications), monthly 

Print (Fleet 
monthly 

Progressive Printer (The Sack 
ville Press), biemonthly 

Ireland s Press A Printing 
(Irnsh Master Printers Asso 
ciation), monthly 

Railways, Transport: 

The Link (Cofas 

Esreann), weekly 
Sanitation, Public Health: 

Publi Health & Sanitation 
(The Parkside Press Ltd) 
monthly 

Shoe and Leather I rade: 

irish Footwear & Allied Trades 
Journal (M. J. O'Connor 
Lid.), monthly 


if New magenis 
ish Retail News 
Booksellers A 
Association), 


ib leet 


Publications) 


lompan 


Tobacco Trade: 
The W holesal, lobacconist 
(M. J. O'Connor Lid), bi- 


monthly 

The Tobacco & Allied Trader 
(The Parkside Press Ltd.) 
monthly 

Irish Retail Tobacconist (trish 
Retail Tobacconist Associa 
uon), monthly 

School Teachers: 

Irish School Weekly (The Edu 
cational Co. of Ireland Ltd.) 
Fortnightly 

Teachers Work (Browne & 
Nolan Ltd.), quarterly 

V 1 H 

Irish Veterinary Journal 
(Harpers Ltd.), monthly 

Wholesale Trades: 

Distribution (The Parkside 
Press Lid), monthly 


Dr. Geary surveys the market 


Continued from page 5 


to use, imports in 1951 were as 
follows: capital goods ready for 
use £19 million (or 9 per cent of 
lola im ports) consumplion 
goods ready for use £56 million 
(or 27 per cent), materials for in 
dustry and agriculture £127 mil 
wn (or 62 per cent). Principal! 
specific imports in 1951 in order 
of value were (in £ million) 
coal 12, wheat 9, tea 7, maize 6 
deals, plans and boards (soft) § 
motor spirit 5, and cotton woven 
piece goods § 

In 1951 Ireland's import excess 
of £123 million was toe to 
the extent of £61 million by net 
current invisible exports together 
with a foreign disinvestment of 
£62 million. Ireland's external 


balance of payments is remark 
able for the fact that a relatively 
small proportion of 


current 


receipts are derived from exports 
of goods. In 1951 visible exports 
and re-exports (£81 million) were 
about one-half of current exports 
(£157 million) visible and 
invisible 

Principal imvisible items were 
net tounst income (or the excess 
of extern tourist expenditure in 
Ireland over Irish tourist expen- 
diture abroad) £25 million 
income from investments £20 
millon (net £9 million), emi 
grants remittances £10 million 
The large income from tourism 
covers expenditure on purchases 
of goods as well as hotel and 
other subsistence expenditure 
and expenditure on travel 
Tourists, accordingly, are an im 
portant market for goods and 
services, both home produced 
and imported. 


| 


| 


‘'reland Supplement ADVERTISER'S WEEKLY 


SOCIAL « PERSONAL 


(Ireland's Gayest Society Magazine) 


Every Month Price 1/6 
* 


It’s the talk of the town 
— and “ The County” 


* 


bor Kates and other details apply : 


Michael J. Clarke H. V. Gould 
Managing Editor 

3 Palace Street 143 Fleet Street 
Dublin 


| 


Have you had your 
1952 
ADVERTISER’S ANNUAL? 


| 
j 
i 


1952 ANNUAL. Bet you'll have to act 
when pre publication 


i 
i 
i 
? 


i! 
fT 
ti 
i; 
7 
sili 


ane of them. 
With the 1952 ANNLAL alone pou 


i 
: 


verticers; Film and Sereen 


Pubtictiy Specialists tn 
Sal down to the test 

detail; find current space rates, sizes, screems and sravers and = Blockmakers 
press days of Erith® and oversees publications: Clubs; Clam. Trade and 
list potential bayer of «pace and supplies; compte. Technical Publications; Ad 
extend and reve your mailing fet: leare the vertising Agents and Client: 
latest details about advertiing agents and their Poser Advertising Contrac 
client: ect the adverthing “Vaenager's same. tors Commercial an 
theses al, & see the sources of any Studios; Foreign Publica 
specialined advertising services find instant, rethable tions with Londen Office: 


aneeerns to some «156,000 every Brittth Ad Agents an 


\d day 
comcerning every phase of advertising and 


i 


makers, Typelounders et 


d 


Consultants, Printers, ink 


‘ee. 


FILL IN AND POST NOW-- 
180 Fleet St.. London, E.CA 


Please send us by return one copy of the 1952 apvertiseR’s 
ANNUAL, for which invoice us on despatch at the post-free 
price of 40s 
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ADVEPRTISPR'S WEPKLY 


Ireland Supplement 


Don't Export if you 
can't Advertise 


irish hardware and allied traders 
like to buy goods they see adver 
teed. Wf you are interested in 
exporting to the prosperous Irish 
market, an advertising campaign in 
the “H.A.T.,”” will bring business 
when you are really in need of it 


“The IRISH 
HARDWARE & 
ALLIED TRADER” 


Published monthly from 
7 & 8 BACHELOR'S WALK 
DUBLIN 
LONDON: 1) FLEET ST Uack Robson) 
MANCHESTER: 8 MOSLEY STREET 


ADVERTISING 
, 
PAYS 
When your Sales Media are 
THE IRISH ELECTRICAL TRADER” 
published monthly 
‘THE IRISH BAKER” 
publehed alternate months 
THE IRISH CONFECTIONER™ 
publiehed alternate months 


THE FOOTWEAR & LEATHER 
JOURNAL” 

published monthly 
THe 1S JEWELLER” 

published monthly 


AN RUNAI” (The Secretary) 
published quarterty 

The shove ved journals are the 

and published in the 


e LELY the interests 
of the tredes specified 
For Advertisement Rates apply ¢ 
The Advertisement Manager 
MESSAS MM |. O'CONNOR LTO. 
8-29, Upper O'Connell! Street, Dublin 
Phone Dub aQ7iy 


Most Influential of Irish 
Provincial Weeklies 


4 count 


see 
DONEGAL, LEITRIM, SLIGO 
FERMANAGH 


Audit Certified Figures 
RATES 
scS-. 6, 4-. 13,32 
Published Thursday Fridoy in 2 £ drtrens 
BALLYSHANNON, CO. DONEGAL 
Phone 6 


London Office 115 HIGH HOLBORN. WC) 
Chencery 8752 


Advertising Pays 


when your sales medium is 


THE 


CLARE CHAMPION 


The unrivalled weekly of Clare and 
South Connacht 


its name as a progres- 
sive journal has stood 
the test of time over 
an extensive area 
among Commercial 
professional, agricul- 
tural and ail 
interests 


other 
Circulation still 
increasing. 
Continually used by 
all leading advertising 
agencies in Eire and 
Great Britain 


Published weekly ot 
O'CONNELL ST., ENNIS 
Telephone: Ennis I! 

London Office 


92 FLEET STREET, E.C.4 
Telephone » Central 6209 


THE 

KILKENNY 

PEOPLE 
The oldest continuously 
published newspaper in 
te. Kilkenny with « 
cireulation larger than 
any other provincial 
newspaper printed or 
circulating in County 
Kilkenny. Aadited Net 


Sales certificate. Out 
every Friday. Price 34. 


ALSO 


THE POST 


Out every Wednesday evening 
Price Id. 


E. M. Keane 
Managing Director 
KILKENNY PEOPLE LTD. 
Kilkenny 
Phone: Kilkenny 15 


AN A.B. PAPER 
london Agents 
HUSEY & CO 


92 Fleet Street 
Phone Central 820° 
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How airline solved idie time problem 


Continued from page 14 


Early 
called it 


Hird campaign, as we 
was plugged by means 


of inset panels in all the com 
pany’ advertisements in the 
national dailies, provincial press 
and other media 

The effort proved suceessful 
and it was eventually found 
possible to withdraw the incen 
tive, having taught enough 


people the advantages of an early 
start and a longer day! 
Colour films and 
window displays 

To solve the mid-week 
roblem, special low fares were 
ntroduced for travel on Tues 
days, Wednesdays and Thursdays. 
The price advantage angle was 


valley” 


stressed in all relevant advertis- 
ng Ihe week-end excess was 
drawn off to mid-week. In fact, 


the publicity given to this inno- 
vation was almost too successful; 


1 slight “valley began to 
develop at week-ends! 

Seasona! traffic transport’s 
biggest headache was also 
tackled. Again, special low fares 
were advertised for the “off 
months They were called 

winter bargain fares” and were 


sdvertised extensively in national 


campaigns. The success of this 
effort can best be judged by the 
fact that, although the fares were 
not introduced until October 1951, 
traffic in the following two 
months jumped to a level 40 per 
cent above the previous year's 
figures 

A aumber of ancillary publicity 
media have been used. Colour 
filmiets are shown for periods in 
areas to which the line operates. 
Standard and expendable window 
displays are designed for travel 
agents, who are to Aer Lingus 
what retailers are to the whole- 
saler in the commercial world. 
Up to this year, space was taken 
on a considerable number of 45- 
sheet hoarding sites in the differ- 
ent areas in Great Britain to 
which the company has services. 
Posters, show cards, brochures 
and = other = sales 
material are produced 

Aer Lingus has, in the past 
five years, made remarkable pro 
gress—progress that was crowned 
last year by a profit. It is not 
too much to say that this success 
could not have been obtained in 
such a large measure had it not 
been for a bold, comprehensive 
advertising policy. 


Copy must be slanted to Irish market 


Continued from page !2 


needs of this market. Only by 
knowing the market can you 
hope to find the right appeal and 
the best copy approach 
What type of copy, then, 1s 
most suitable for Ireland? As 
with the market-capturing plan, 
there can be no rigid rule. How 
ever, the following general guide 
worth keeping in mind 
We are temperamentally dif 


ferent from the British, We 
are a poetic race but still 
factual and cautious when it 
comes to dipping into our 


pockets. We are also inquisi- 
tive, and we expect the adver 


fixer 10 answer ur questions 
before we ask them! We will 
not become interested in a car 
hecause its lovely lines are 


wnpared with a finely cut 


jewel. Even the most poetic of 
us will react more favourably 
fo a more factual interpretation 
of the merits of the car €.@. its 
general performance on Irish 
roads, mileage to the gallon 
ty road holding ipabilities 
and f course, cost or value 
for money Since we are in 
quisitive we have learnt to 
presume that you, the adver 
fiser, are answering the ques 
tions we would ask, therefore 
we weigh every word of your 
copy hefore making the next 
move 


However, while too imaginative 


copy will not cut much ice in 
freland, do not think that over 
factual copy is the mght answer 
We Irish are great storytellers 
and we like a story. But tell us 
the story in the way we like it 


Screen advertising 
Continued from page 18 


vertising, the Incorporated Society 
of British Advertisers and the 
Cinema Exhibitors’ Association. 
A code of standards for screen 
advertising was drawn up and 
accepted by all parties concerned 
These standards were subse- 
quently adopted in Ireland. 

Space buying with such restric- 
tions naturally ‘offers certain 
problems which are complicated 
by the fact that advertising allo- 
cations are decided upon at differ- 
ent periods of the year, whereas 
available space is more easily 
allocated between December and 
February for a contractual period 
commencing the following June 

If this offers certain drawbacks. 
these are casily offset by the 
economy of the medium, because 
space is bought where it is con- 
sidered it will have the greatest 
force. In other words. it is pos 
sible to pin-point the area of a 
campaign without wasting circu- 
lation 
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ADVERTISER'S WEEALY 


Parkside Press magazines, journals, \s 1/ rite . \fava Line 


directories and year-books are authorita- 
tive, well produced, widely read and, from 
the advertisers point of view, good value 
for money. Remember: there is a Park- 
side Press publication to enable you to 


reach practically every market in Ireland 


lrsh Engin g Jou 
lish Jo 

p 
Ih 


> 
- 
=z 
— 
z 
° 
ri 


QUARTERLY 


Engin 
Gard 
St. Job 
I 


feboat Annual 


ANNUALLY 


Dublin By Day & By Nigh 
\ Guide to Cer 


Rate Cards, literature and specimer copies will 
be sent on request to 43 PARKGATE ST, DUBLIN 
Please check to see that you have all Parkside 
Press rate cards on your files 


CREAT BUTI ssc Z 
eae Bl SI\ESS \ Yahn'fp ‘ . f 
1 | SALI ee ee | te 
WHO CER IRELAND vee 7 ; oh 7 
| r ~~ Gales wal 
MEAL Ty ———— Sasa y 
| SANITY] ION : DISTRIBU as ie 
| Pr ‘ | omega LFDTS iy ne 
7 TL°CTERNG A, ADIN a il 

: r : s | ed ; 
© ERR Vanity == ‘ip 
§ Be fz oe] ... through these igz . Cad es 
i ll " / ILC Ta ~ i a= hi 
| ee VARKSIDE PRESS Re 
[ We Y rv XQ a sg a 
Tim." 
oh 


INET RTEISERS 


WEEALY  freland v It 


P isp: 


when we were established 
advertisers soon. realised 
the value of having 


their names appear in the 


Evening Mail 


Ww 


with a certified daily 


circulation of 79,563 
(A.B.C.) advertisers now 
know that they get 


positive results from the 


Evening Alail 


ublin Evening sta 


40 PARLIAMENT STREET LONDON ADVERTISEMENT MANAGER 
ER ALLEY, DUBLIN H. D. V. GOULD 
llevan: “Wink, Sut 143-144 FLEET STREET, £.C.4 CEN. 21 
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ADVERTISER'S WEEKLY 


RODUCTION - ENLARGEMENT 


s] 


A Layout to be adapted to different sizes, using existing 


artwork —turn to your Mervac. A number of rush photoprints — 
turn to your Mervac. An urgent litho plate for the “office offset” 
—turn to your Mervac. An accurate copy of an illustrated 

document — turn to your Mervac. It is as versatile as the Knight, and 
has as wide a range as the Queen; yet it remains on its own 

small square of floor-space all the time. There are 

several models; ask us which will best suit you. 

Grant Production Co. Ltd., 

4 Rathbone Place, London, W.1 

(Museum 8717) 


is 


REDUCTION | a 


Tisbury: 


the versatile 


If you want something eamer than chess, try working 
the Mervac ; nothing could be simpler. This is the 
Mervac Standard Projector <j ust one of the range 
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SHE Creative 


Sales Promotion 


The Astral Arts Group of Associate 
Companies offer a complete service 


for the design and production 


of modern Sales Promotion material. 


Se Astral 


Arts Group Ltd 


Centralised planning, visualising and copy writing 
together with over 50 leading designers 

and artists are at your service for creating 

selling publicity. A complete blockmaking, 


paper and print service ensures 


co-ordination between design and production. 


MERCURY DISPLAYS LTD 


Design and construction for Display and Exhibition. 


Dealer servicing and storage. 


ATLAS PHOTOGRAPHY LTD 


Monochrome and Colour photography. 
Quality printing and giant enlargements. 


ANVIL PRESS LTD 


Editorial and Publishing for Technical 
and Prestige Brochures. 


If our Organisation can assist you, 


please contact Group Director, W. Warner 


ASTRAL ARTS GROUP LTD 
248 VAUXHALL BRIDGE ROAD, LONDON SWI! 
VICTORIA 5303 (6 LINES) 


Review of Advertising—Continued 
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the United States, but I want to 
experiment with it myself first 
and make sure that it doesn't in 
fact paralyse the pen instead of 
priming it like a pump 

You will find in any case that 
for a great many products these 
birth-pangs need never be felt 
Some products are so casy that 
your difficulty s not to Start 
writing bul to stop Others, 
Again are “) ImMmteresiing to 
readers that you could put the 
nuluplication table into your 
copy without frightening many 
sway 

Even if Bob Martin's copy was 
twice as dull as this un would be 
read, though one can't help feel 
ng that if « were only half as 
dull «t would be a great deal 
ore effective. With such a head 
ine and this superlative layout 
one would expect even a profes 
sonal sermon-writer to become 
quixe gay and cprightly, but until 
he closing sen'ences there's not 
4 word or phrase that creates a 
picture in the mund’s eye It's 
good workmanlike stuff, but when 
| saw the layout I expected the 
copy to glow and sparkle and 
almost bring tears to my eyes 
To-day, from the Boh Martin 
Laboratories at Southport, Con 
dition Powder Tablets are dis- 
patched to nearly every part of 
the globe” is an unexceptionable 
statement of fact. But it means 
that there are Pekingese in Pekin, 


_ Lacto-Calamine 


Eh tnainanips 


There is much to be said for the 
surprising word in copy” But 
fickle sun ~s 


Thibetan terriers near the Hima- 
layas, Barge Dogs on the Dutch 
Canals, Poodles in Paris and 
Guide Dogs for the Blind that are 
bright of eye, shiny of coat, 
hungry as hunters and bounding 
about like tennis balls because 
Bob Martin Condition Powders 
are sent from Southport to their 
masters wherever they are, and 
it seems a pity not to say so. 
To say that a dog has such a 
symptom as listlessness is accur- 
ate enough, but surely it means 
that he no longer goes nearly 
crazy when you reach for your 
har and say “walkies!” 
Maybe | am just jealous! Not 


often in a lifetrme does one get 
such a jolly job as writing the 
copy for this advertisement might 
have been 


What a Gay headline it ts for 
Lacto Calamine! One can almost 
see the copywriter’s grin as he 


“ Make 
OVALTINE 
Your Bed. time Beverage 


Reminiscent of the “sleepy 
beaker Just as  straight- 
forward——and perhaps none the 
worse for leaving less to the 
imagination.” 


wrote it and heard the little bells 
that ring in one’s head when a 
really brght notion comes to 
mind. 

But a correspondent suggests 


that the writer was not only hear 


ing bells but punch-drunk when 
he wrote of the “fickle” sun in 
the second line of the copy, and 
it certainly % an imcongruous 
adjective mm this context. “Ardent” 
would be apt enough. Scorching?’ 
Searing? 

There is much to be said for 
the surprising word in copy—the 
word that wakes the reader up, 
makes him blink his eyes and ap- 
ply his mind. But it must surely 
be a word that is not only sur- 
prising but completely apt, as 
when a maker of vacuum cleaners 
described them not as domestic 
servants but as slaves. 


Do you remMemBer the “sicepy 
beaker” that was so effectively 
ilustrated in Bourn-Vita advertis- 
ing? It was a brilliant idea ad- 
nurably executed 

Just as straightforward and to 
the point—and perhaps none the 
worse for leaving less to the 
imagination—is this Ovaltine 
ea. 

Artists often scoff at Ovaltine 
advertising. and even | sometimes 
boggle at its bad typography and 
worse typesetting, but this adver- 
lisement strikes me as having 
been drawn very skilfully, with 
the tone values just right to give 
an effect of moonlight. 
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| Tynemouth & Duwict —Galtshead & District —Tynettde 
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advertising 


THE ADVERTISING DEPARTMENT 


The B.E.T. FEDERATION LTD 


STRATTON HOUSE - PICCADILLY - LONDON: W-! TEL: MAYFAIR 8886 


Western. Welsh — Yorkahive Traction — Yorkahire Woollen 


East Wudland —tHebtle Motor Servicea—Northern General — Sunderland & District 


y 
y 
: 
: 
: 
4 
; 
: 
: 
: 


; roe a9 
" an a = 
ee ise 
F re 
R ae 2 
; 
i = re 
S ae a 
3 » 4 se i 
4 i cas 
a be < 
¢ . ye 
E . 
; | ae m, F 
‘ =p A | 
| ak 
| Rens 
; ua 
| a etek 
os) me ; bee | 
| \ : oe ied 
: MA ry be 
its - ‘ ve ae 
=! ‘ = 
i ne 
r a ¥ 
A Dis 
: me. 
Dy i 
, ae 
ay gs . 
rs 
ue 
Be 7 
‘ : 
“ea os 
; 
“ae 
i 3 
a er 
my 4: 
|. ats 
| | te 
! i or 
————— ed 
it i 
{ oe 
(i Dee a a “ae aa ‘ eo : F : ne ae a 
= e- yy é, Be ee 7 Se 43 i i Gene ie af “aa ees ae ~s bat et S al 
ae. = ? ote 7 ; bY : 4 4 L 


ADVERTISER'S WEEKLY 


Advertising 
Balloons 


tec eet 


For low cost and effective 
publicity for almost any product, 
the ARIEL Advertising Balloon is a 
most d ed Famous 
names, in such widely diversified field as 
Household Cleansers, Washing Powders, 
Olt and Petrol, Beer, Coffee Bag Shoes, 
Clothing, Fruit Squashes, Department Stores 
and many others, all use ARIEL Advertising 
Balloons with excellent results 
Your messsage at low cost, in gay attractive 
colours and designs, is carried through the 
streets—to the homes of the people— 
and it stays there for weeks. No other 
medium punches home your story 
80 effectively and so cheaply. 


a 


~ 
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as a hobby 


EN are 
lectors."” From the boy at 
school whose hobby seems to 
be to collect string, penknives, 
old toffees, marbles and cigar- 
ette cards, to the elderly gentle- 


inveterate “col- 


N 


men who, in their leisure 
hours, pore over collections of 
coins, matchbox tops and 
cheese labels. This collecting 
habit is universal. And to-day 
people even collect advertise- 
ments. 

The advertisements are not 
those which you see—and some- 
times read. They are poster 
stamps 

It is amazing, though true, 
that in America there are more 
poster stamp collectors than 
collectors of postage stamps be 
cause there are far more issues 
of poster stamps with far greater 
variety in both subject and 
colour 

Though many appear in one 


colour, millions of poster stamps 
are produced in 2, 3 or 4 colours, 
giving a wealth of choice both 
m design and colour. The sub- 
jects for illustration are infinite, 
too. Trains, famous people, 
buildings, scenes, works of art, 
humorous illustrations, insects 
and obscure plant and sea life are 
examples. 

One would hardly expect to 
see a series of postage stamps 
illustrating “Footwear through 
the Ages,” yet this is a subject 
entirely suitable for a set of 
poster stamps for issue by a shoe 
manufacturer. It would be both 
interesting and instructive, and it 
would undoubtedly look fine 
carried out in full colour. 

This example emphasises the 
new application of poster stamps 
im series form. In many instances, 
advertisers have used poster 
stamps merely for the purpose of 
affixing to envelopes and letters 
This method has its uses, but it 
does not take full advantage of 
the immense scope available. The 
very act of sticking them into the 
album concentrates the mind 


By LEONARD A. STRONACH, 
Managing Director, Posterstampe Lid. 


June S$, 1952 


People collect these ads. 


upon the individual stamp which 
bears the advertisement. 

The name “poster stamp” derives 
from the fact that the early com- 
mercial applications were minia- 
ture reproductions of poster 
designs. Many people refer 
to them as stickers, seals or 
labels, but to the collector, poster 
stamps are real stamps with 
correct pin-hole perforation. He 
studies them for printer's errors, 
imperforated copies, limited 
issues, rare specimens, and is as 
keenly interested in them as any 
philatelist is in postage stamps. 


Catalogues 


and price lists 


Catalogues and price lists are 
issued in many parts of the world, 
dealing solely with poster stamps. 
Dealers trade in them and col- 
lectors buy them. Yes, there are 
people prepared to buy an adver- 
tisement as a collector's item! 

On the Continent and in 
America, collecting of poster 
stamps has become so absorbing 
a hobby for so many people over 
a long period of years that there 
are numerous collecting associa- 
tions and clubs devoted to 
furthering the interests of their 
members 

In this country, too, an associa- 
tion was formed in 1936. Mem- 
bership was rapidly increasing 
when war came and it had to 
cease all activity. This associa- 
tion is shortly to be resuscitated, 
and will be known as The Poster 
Stamp Collectors’ Club 

From the advertiser's point of 
view, this hobby can be turned 
to good account. Poster stamps 
reach into the home. Collectors 
are eager to obtain not only in- 
dividual stamps but whole sets 
of them. New issues are sought 
after and discussed. “Swaps” are 
made. And all the time the ad- 
vertiser’s name discreetly woven 
into the design is kept before 
them 

A series of stamps will be re- 
ferred to as the “Lifeboat” set or 
the “Southern Railway Resorts” 
series. This in fact was a series 
of 40 stamps issued in 1935. 

Thus an advertisement obtains 
a permanent value in a collec- 
tion. It remains effective for year 
after year. Through the collec- 
tors’ club, there is a ready-made 
field of distribution which can 
run into many thousands. 

With the revival of the poster 
stamp collectors’ club advertisers 
will find an ever increasing out- 
let for poster stamps. Collectors 
all over this country and across 
the world will become more and 
more cager to obtain new issues. 
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The 
“show” 
season 
opens... 


UP AND DOWN THE LAND, in every county, 
SPORT & COUNTRY has scores of readers, /arge 
acreage farmers for the most part, who noted the 
date of their own particular “show” long ago. 
Many will take pedigree cattle to the show-ring: 
their interest in stock rearing and breed records 
is unique. Many will attend to get up-to-date 
information on farm machinery and equipment: 
they are prodigious buyers of farm vehicles and 
equipment and all that it needs. 

To the vigilant exhibitor of tractors and implements, 
fuel and oil, fertilisers and feedstuffs and everything 
else the farmer buys, the appropriate number of 
SPORT & COUNTRY is a logical way to follow 
up and capitalize on a show-made advantage. 
It reaches the right man—and his family! It enjoys 
an uncommonly long life. It is not expensive. 
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Royal Counties, June 18-21 
GUILDFORD 

Royal, July 1-4 

NEWTON ABBOT 


Great Yorkshire, July 8-10 


MARROOATE 


}  Iaane of June 25 

} 

} 
Royal Welsh, July 23-28} 

} 

} 


Pre-show Number June 25 
Report Number July 9 


Issue of July 23 


uniadied Issue of Aug. 6 
Royal Lancs, September 3-6 


Issue of Sept. 17 


Dairy, October 21-24 Issue of Oct. 29 
LONDON 


Smithfield, December 8 - 12 } 


Issue of Dec. 24 


When stands are dismantled and banners taken 
down, SPORT & COUNTRY puts on record the 
highlights of the day. The prize-winners, person- 
alities, new equipment, new ideas . . . graphically 
and authoritatively. There is no better way, or 
surer way, of sending a follow-up message to a 
“show” audience, than through these “show” 
issues of SPORT & COUNTRY. For reservations 
please phone Grahame Bishop at Temple Bar 5444. 
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WEXCELLENT RESULT FROM A FURTHER INSERTION 


In the 7th tember, 1951 An interesting point came 
+. | | Z msue of the “RADIO TIMES to hight with regard to the 
= . aii . Messrs. Osborne-Peacock, In reading habits of the readers 


corporated Practitioners im of the RADIO TIMES 
Advertising. of 47 Cannon In the case of the first inser- 
Street. London, E.C.4, placed tion, the peak of 16,839 


a hall page advertisement, on occurred on the fifth day after 

a composite page. on behalf of publication of the issue. With 

their chents. Messrs. Patons the second insertion the first 

and Baldwins Limited. The week (19th to 27th of October) 

advertisement carried a produced 35,668 replies and 

EFFECTIVE LIFE coupon. tt offered a free book the second week (29th of 
— — =- — — 7 Kn 


nitting to a Budget October to rd of November) 

Thess advertisement produced produced 39.802 rephes, after 

102.294 replies during the the currency of the issue was 

period of 8th September and finished. The reason for this 

18th of October, 1951 delay, predicted both by the 

On the 19th of October a agents and ourselves. is that 

second half page advertise the issue in question councided 

ment of Messrs. Patons and with the General Election on 

p U L L + 0 — — . Baldwins Limited appeared on Thursday, the 25th of October, 
a composite page with the and the advertisement was 


same offer, coupon and the backed by a blank table 
same eying The second election results which | 
advertisement and the tailing readers were intended to fill as 
off response from the first they heard the results by radio 
advertisement produced a fur 35.668 readers cut out the 
ther 88 00S rephes during the coupon before the election 
period 19th October, 1951 to results were known, the rest 
a ind of May, 1952 waited wll the currency was 


The appended graph shows finished and acted then 
the weed to week results. The Even such an upheaval as 
life of the second adver a General Election failed to 
tuement proved to be over six affect the pulling power of 
months, so that a graph of the RADIO TIMES” 
da to-day results would and merely delayed the 
occupy too much space response 


PATONS & BALDWINS PRESENT 4 600K TO 
MEET THE NEEDS OF THE MOMENT—AND IT'S FREE! 


Thoroughly practical, this httle book solves a pressing problem for all who dress on a 
budget by showing how to knit at reasonable cost attractive garments tor men, women 
and children. It grves full knitting instructions tor three P & B classics —a smart 
jumper, a man’s pullover and a matince coat. They're all casily knitted and cach can 
be vaned to sua your indridual taste. In addition, the book illustrates 72 different 
P & B patterns of all kinds, designed to save money and includes six packed pages 
of invaluable Knitting hints SPSS aaa aan aap 
4, This ws the only book of its 
In this j ’ , : 3 \ kind — and it’s yours for a iid 
20 page book ‘ 2 pn _ \ samp. the cost of postage ! 


WLUSTRATIONS 
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of 12 PAB designs ‘ i eh sa can my 


FULL INSTRUCTIONS f Fi 
| > 


it om the label- 


COUPON OF write your 


for 5 basic patterns 
Si PAGES & BLOCK LETTERS on o prece of 
of knitting hints plamn paper and send with a 1jd stamp to = 


O8FT 43 PATONS & BALOWINS LIMITED, 
GREAT WEST ROAD, BRENTFORD, MIDDLESEX GE sce Lerrens eae 


mame and address im 
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RADIO 


The difficulty of assessing 
the day-to-day results and 
distingurshing between the 
two coupons will be appre 


cuted, in the case of the second 
advertisement some of the 
Saturday results went to the 


following Monday, and so 
on, so that the totals tor any 
particular day could not be 
given accurately. Hence the 
week to week graph But 
taking the two advertisements 
together, we find that the 
tota response obtained 
amounted to 190.299 replies 
(they are still coming tm) 
The cost of the two hall pages 
i £3,400, so that the cost 
per reply, up to date, is 43d 


The graphs of the results 
of the first advertisement 
have already been published 
in the advertisement columns 
of thus journal. Wo you have 
missed them, please let wus 
know and they will be for- 
warded to you by return of 


post together will other 
results. in booklet form 
Please ask for Results Booklet 


200 


RADIO TIMES 


Average Weekly Net Sate fo 1931 (ABA 


FOR ADVERTISING 


WITH A 


STRONG PULL AND A 
LONG PULL 


Head of Advertisement Department, B.B.C. Publications, 
Broadcasting House, Portland Place, London, wi 
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Facts... 


Neo. 4 


AVERAGE NET SALES 


(A.B.C. JULY-DEC. 1951) 


B.2435 


COPIES PER WEEK 


‘Advertiser's Weekly’ is studied closely 


by all its readers. A recent national 


survey showed that 62.8". of all copies 
are kept for repeated reference, for 
periods of up to two years. 


FACTS 

Nearly 4,000 (48.1°.) of all sales go 
to National and Regional Advertisers 
over 1,700 (21.5°,) to Advertising 
Agency Executives Thus 69.6 of 
copies, (7 out of every 10) are sold to 
actual buyers of Space, Service of 
Materials 


Advertiser's 
Weekly | 


The only journal devoted entirely to advertising 


1 PLERT STREET. LONDON, E£.C4 
Telephowe CHAnmcery 8844 (15 limes) 


HOW WATERWORKS ASSOCIATION 


June S$, 1952 


GETS LOCAL P.R. CO-OPERATION 


The British Waterworks Association publicity drive devolves 
largely on local water authorities who have little knowledge 


of publicity methods. 


“G\O-OPERATION belween 
supplier and consumer on 

the basis that co-operation can 
only be won from the well in 
formed.” That ts the theme pro 
pounded in a new publicity 
bulletin issued by the British 
Waterworks Association Public 
Relations Committee 

This bulletin is distributed to 
waterworks authorities all over 
the country to help them with al 
aspects of publicity and relations 
with the public, their customers 

‘The public should unde: 
stand,” explains the introductory 
article the problems of the 
water authority and the authority 
should understand the view of 
the consumer, if the required 
results are to be obtained 

‘This year no special overall! 
campaign is planned for the in 
dustry; but authorities should be 
thinking of the ways in which 
they are able to disseminate in 
formation locally 


Information, 
not propaganda 


This means information and 
not propaganda or economy 
drives. The last should only be 
used where there is real emer 
gency. The most satisfactory type 
of slogan is the explanatory one 


| which aims to increase the civic 


consciousness of the citizens 
Don't Waste Water” is ovum, 
Use Water Wisely” is In 
Accent in this bulletin is on 
display. This ties in with local 
character of the campaign A 
Water Sprite showcard is enclosed 


The “Water Sprite 
showceard is distri 
huted to all Asso 


canon 


members 


A bulletin issued by the Association 
gives advice and useful tips. 


with the bulletin (see illustration 
below) and the first item of text 
indicates five ways in which this 
card can be used 

Next A. W. J. Lindsell-Stewart 
(of Leon Goodman Displays) 
gives pertinent advice on display. 
He deals with tie-ups with shops 
in the local communities’ main 
streets, and gives sound advice 
on technical display problems. 


Diversity of 
silk screen 


Cc. R. Young, director, Silk 
Screen Arts Ltd., continues the 
display theme with a piece on 
“The Value of Silk Screen Print- 
ing.” He surveys the history of 
the process and leaves an impres- 
sion of the vast variety of uses 
that it can be put to 

For the rest, there are features 
on public relations itself, a sheet 
of press advertisement suggestions 

available as stereos—and an 
article on press relations stressing 
the importance of the local paper. 
A daylight film projection screen 
is described and recommended 

Finally, there is a feature on 
how to approach women. The 
local authority is advised strongly 
to avoid a negative approach 
Leaflets giving recipes and house- 
bold hints-—-with the water story 
gently introduced—are suggested. 
A proviso is added: “Be careful 
that you do not ask the woman 
to use a quantity below certain 
health standards of cleanliness 
There is a difference between 
‘using water wisely’ and using it 
sparingly.” 
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June § 


1982 


for 


Scholars 


Though there is perhaps a certain sadness in reflecting 
that Oxford's exclusively scholastic character is now 
gone for ever, the fact remains that industrial encroach- 
ment has brought vastly increased purchasing power to 
the local Westminster 


the city. And here is another fact 


Press newspapers, the OXPORD MAIL, the OXFORD TIMES 
and the NORTH BERKS HERALD & DIDCOT ADVERTISER, have 
a very great influence in the area. They are read regularly 


by both Town and Gown, and you will get consistently 


ADVERTISER'S WEEK 


> . 
Machi? wa 
46 


excellent results from advertising in these very popular 
papers. 
newspapers strategically placed throughout the most 


There are, in all, thirty-six Westminster Press 
prosperous provincial areas in England. They all have a 
firmly established reputation as first-class media for ad- 
vertising, not merely because they do the job well, but also 
because they do it at very reasonable cost. When you 
include the * Thrifty Thirty-Six* in your schedules, you 
can be very sure that you will get wonderful value. 


the thrifty (thi 
jor well spenti\a 


ERNEST LUMSDON 


Fo) A Thrifty Thirty 


London Advertisement Director 


Six are members of the A.B 


LY 


ropriations 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, 


LEEDS OFFICE: 


ll. alsiow PLact, Leeps | TEL: LeEDs 24998 


LONDON, E.C.4. 


TEL: 
MANCHESTER OFFICE: 
MIDLAND BANK HOUSE, 26. CROSS STREET, MaNCHESTER 2 rey 


CENTRAL 3265 


SLAC EPRIARS 5950. 
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ADVERTISER'S WEBKLY 


| 
GOODWILL PUBLICITY 


in the shop in the 
street in the market- 
place in the home. 


Yes, LEARUBBER BALLOONS 
bearing Names sales messages 
are « great selling medium—aes 
many famous national Adverts 
ere and ther Agents know to 
well 


Retalers bke them 
© delighted to have 
they olourtul, can 
be beautifully printed with any 
denen or wording wre en 
tremely low in cost, Write or 
| - phone tor full details and novel 
: “ dees in getting utmost 


*) publicity frem their use 
Lh: 


=a LEA BRIDGE 
Ya? RUBBER 
\) WORKS LTD 


about the Home Counties 
Newspapers Group, and he 
will cell you it gives compre- 
hensive coverage of over 
1,000 square miles in BEDS, 
HERTS and BUCKS, with 
eleven individual Local news- 
papers. His organisation can 
supply all the data about 
A.B.C. net sales, rates, etc 
Their telephone number is 


oe LEA BRIDGE. LONDON, E5 CENTRAL 1960 
| / {Telephone AMMeree $0157 

> % Telegrams Learubber, London 

. 


LTD. 


SUDDERICK & C@O., 
- 
; j 
7 ‘ 
i 
‘ 
$ 
: 


Manufacturers of : 


ATTRACTIVE 
BOOK 
from @- per 1,000 
Al short list of our lines 
LADDERSTOP MA for silk and 


nylon stockings 
MOTH MATCHES for clothes and 
carpet protection 
STvPTiC each cut one 
clean astringent 

eve GLASS MATCHES lenses kept 


SOAP LEAVES for _-_ and travel 
0.0.1. Cards Fly protection. 
Ecc., ete., ete. 
In thirty years our clientele bas 
become World-wide 


SUDDERICK 4& CO., LTD., 25-27 Sefton Road, Walton, Liverpool, 9 


dan 


AND 


and rate card 


EMMOTT & COMPANY LIMITED 2 
MANCHESTER OFFICE 


ENCINEERINCG 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely-read engineering 
journal, now published monthly, is an 
essential for every technical advertiser 


Send for free specimen copy 


| BEDFORD ST, LONDON, W C2 
31 KING STREET WEST, MANCHESTER 


Mechanieal World 


RECORD 


mw i4 


AD. MAN'S BOOKSHELF 


Jone §, 1952 


How Fleet Street was freed from 
the shackles of subsidy 


The March 
Herd 


Journaliom by Harold 
George Allen & Unwin Led. 218) 
In this masterly analysis of the 
development of British news 
papers, Mr. Herd gives striking 
evidence of the way in which ex 
panding advertisement revenue 
aided the transition from depen 
dent to responsible journalism 
Seldom has there been so care- 
fully documented an appreciation 
ef the emergence of the indepen 
dent paper, when the growth of 
industry and commerce brought 
an imecrease in the volume of ad 
vertising to free Fleet Street for 
ever from the shackles of subsidy 


The complications of the ad 
vertisement tax, and the fight for 
ts removal, are clearly outlined 


In these days of newsprint scar 
city, advertisement managers will 
marvel at recollections of the 
days of the railway mania. An 
nouncement of railway schemes 
for Parliamentary sanction was 
required by a set date and dur- 
ing November 1845 the London 
Gazette had to appear daily, one 
msuc being nearly 600 pages 
Some of these copies sold at 
2s. 8d. cach—the dearest dailies 
ever issued in Britain 

Here too, we have a notable 
example of robust management 
when The Times, which received 
up to £6,000 a week from this 
type of advertising, at the height 


ot the boom repeatedly warned 
the country against over-invest 
mem and forecast the disaster 
which occurred 


Various fluctuations in the for 
tunes of leading newspapers, 
London and provincial, are 
The Daily Telegraph had 
disastrous day when its ad 
vertisement receipts totalled only 
7s. 6d. Such informative “asides” 
season these historical chapters 

On the creative side of adver- 
tsing, Mr. Herd is compli 
mentary. He mentions the devel- 
opment of advertising design and 
quotes this remarkable specimen 
of early advertisement copy 
writing 

In Bartholamew Lane on 
the back side of the Old 

Exchange, the drink called 

Coffee (which is a very wholsom 


traced 
one 


and physical drink, having 
many excellent vertues, closes 
the Orifice of the Stomack, 
fertifies the heat within, help 
eth Digestion, quickneth the 
Spirits, maketh the heart light- 
som, is good against Eve-sores, 


Colds, Rhumes 
Head-ach, Drop- 
Kings Evil 
is to be sold 


Coughs, or 
C onsumption, 
vie, Gout, Scurvy 


and many others) 


wh in the morn ng and at 
three o clock in the afternoon 
That such emphasis should 


be given to advertising in a book 
on journalism is a matter for 
congratulation. All too often an 


historical treatise on that pro- 
fession turns the limelight full 
on the famous and fantastic 


figures of Fleet Street and for 
gets the economics of production 

Those whose duly it is to re 
fute the slurs that are sometimes 
cast on advertising will here find 


much factual ammunition, and 
fresh evidence to fortify their 
belief that advertising is an 
economic bulwark of a free 
press. —-WiLTon Evan 


Figure drawing 
and photography 


with anatomical drawings by Alfred Kerr 
Uarroids Publishers (London) Lid. 21s.) 


To the art student this book 
should serve as an invaluable 
guide to human form, for the 
poses of the models photographed 
are natural and the drawings by 
Mr. Kerr (of Chelsea School of 
Commercial Art) give excellent 
guidance on anatomical structure 


To the photographer, the 
photographs of beautiful girls 
will be an inspiration and the 
technical and lighting details 


given with each picture will help 
him to learn something of the 
technique of Mr. Gotlop by fol- 
lowing his procedure. The light- 
ing diagrams are particularly 
useful 

Because it 1s terse and practical, 
this will be a useful book to 
many But, if one may add a 
slight note of disappointment, the 
printing of the half-tone blocks 
mostly full page plates—is hardly 
up to the standard expected of a 
book of this kind.-E.M 


IN BRIEF... 


Hotels in the British Isles, 1952 
(British Travel & Holidays Asso 
ciation, 2s. 6d.) departs from the 
policy of previous guides by not 
confining itself to members of 
the Association. Some advertise- 
ments are carried, but none have 
been accepted from hotel in- 
teresis “to ensure complete im- 
partiality.” 


Handbook and 
1952 (Sawell Publica 
contains, besides a 
number of technical articles, a 
list of trade and brand names, 
and a section giving suppliers of 
products and services with full 
names and addresses 


Finishing 
Directory 
tions Ltd) 


Wireless and Electrical Trader 
Year Book: Radio, Television 
and Electrical Appliances 1952 
(Trader Publishing Co., Ltd., 
10s. 6d.) includes a directory of 
principal trade organisations, 
trade and wholesalers’ addresses, 
4 proprietary names directory, a 
classified buyers’ guide, 


MORE BOOK REVIEWS 
on page 459 
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FOOD FAIR 


OLYMPIA JULY 5—I9 


The first British Food Fair, held in 1950, was 
outstanding among the successful exhibitions of 
the post-War period. And at Olympia in July 
next the British food industry again sets out its 
goods in its own “National Shop Window”. 
Housewives will flock there as they did in 1950, 
and to those hundreds of thousands engaged in 
the manufacture and distribution of food, the 
1952 Food Fair will be an event of vital 
importance. 

Here are the greatest food 


TE-SEE-S 
BEE - SAMPI 


firms in the land—their names 73 heme ' 
and the names of their products a MTASTE «St 


are household words. Here 
also is machinery and equip- 
ment, appealing to food manu- 
facturers and distributors 
alike. Here is the food indus- 
try’s own exhibition, packed 
full of interest and value. 
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How to improve publication settings 


By VINCENT STEER, 


N OST agency typographers 
take a pessimistic view 
of publication setuings, which 
is not surprising, for in the 
majority of cases the mterpre 
tation of a layout by a publi 
printer leaves a lot to 
be desired and the first proots 
are olten only a travesty of the 
original layout. Furthermore, 
by the time the proots are 
received the paper in question 
has very often gone to press 
so that no corrections can be 
made 

There are exceptions, of 
course, and when an adve 
ment has been set by one « 
few high-grade printers 
handle peri 
are guile equal to those « 

y going (oO a specmiised 
fisement typesetting 
Generally, however, compositors 
f publications pay no more heed 
to the specifications of a layout 
than an obstinate mule pays to 
its Master 

When a number of insertions 

various publications are all 

approximatcly the same size 
it is obviously economical 
to have the advertisement set by a 
specialist typesetter and to supply 
the various publications with 


caton 


mdica 


nete 


So you've 


Teme) wth « 


tyre 


cither stereos of electros. In the 
first place there is only one typo 
graphical iayoul lo prepare in 
stead of filly or more and i is 
only Necessary tO consult one list 
ot typefaces. The specialist 
typesetier offers a choice of two 
hundred or more distinctive 
typefaces as against the dozen or 
s» faces held by a publication 
and one can sirike @ pote of in 
dividuality for each client, choos 
img the caact types which reflect 
the atmosphere of the product 

it must be realised also that 
many publications afe not equip 
ped to set every advertisement 
that appears in thei columns, but 
rely upon a large number of ad 
vertisers lo supply compicte 
plates There is a great short 
age of compositors and if instead 
of sending filly stereos to jour 
nals 19 various parts of the 
country an agency sent fifty 
pieces of copy with a layout 
attached to each, fifty compos: 
tors would be needed instead of 
one, and the poor typographer 
would have to turn out fifty lay 
outs, every one of them with 
different specifications, for no 
two printers hold the same range 
ot typefaces And gone would 
be the continuity of an advertis 
ing campaign. In the advertiser's 
Own interest it is best for pub 
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lication settings to be kept to the 
very minimum 

There are Many occasions 
however, when only ome adver 
tsement of a given size is KK 
appear. If the cost of the space 
is expensive, it is worth while 
making a special job of i, even 
if the blocks and settings cost 
£10. But if the cost of a special 
setting equals the cost of the 
space it may be [cit that a pub- 
lication setting will be quite good 
cnough 

Hlow then, when faced with 
such a problem, can we best en 
sure a reasonably good setting 
fiom the publication? 

Obviously, i is nO Use Speci 
fying unusual typelaces, lor the 
chances are that the printer will 
never have heard of them. We 
must use ordimary, everyday type 
faces of a ullitarian nature-—-and 
that means Monotype faces 

The typographer must also see 
that any biocks supplied to the 
publication arrive in such a con 
dition that there is no routing or 
piercing to be done by the com- 
positor, blocks being cut flush 
where necessary, so that the 
craltsman has no annoying set 
backs to put him in an antago 
nistic frame of mind And above 
all there musi be an accurate 
typographical layout so carefully 
planned that every piece of type 
falls into place like the pieces of 
a jig-saw puzzle. 

Recently, in an atiempt to im 
prove generally the standard of 
publication settings, | sent to a 
cross-secuion of journals a ques- 
onnaire on typefaces in which a 
list of 20 standard faces was 
given, provision being made for 
the printers to indicate the 
range of sizes held in cach face 
The results were very encourag 
ng. 86 per cent of the publica 
ons responding to the question 
naire. The 20 faces are tabula 
ted on this page, together with 
the percentage of printers who 
hold each typeface 

The list of types was chosen 
because they were the types 
chiefly used by the various artists 
and typographers employed on 
the account in question. Some of 
the faces chosen were the nearest 
alternatives to certain foundry 


GILLIES 


LTD 


faces normally only obtainable 
from the specialised typesetter 
It will be noted that the Gill 
tamuly is by far the most popular 
type among printers, 78 per cent 
holding Gill Bold, while only 46 
per cent hold on the perennial 


Twenty basic 
typefaces 
WITH THE PERCENTAGES 


OF PUBLICATIONS WHO 
HOLD THEM 


Baskerville 

Bodoni 

Bodoni Heavy 
Bodoni Heavy Cond. 
Bodoni Ultra 
Caslon Old Face 
Garamond .. ea 
Garamond Heavy . . 
Gill Medium 

Gill Bold 

Gill Bold Cond. 

Gill Extra Bold 
Grotesque No. 9 
Narrow Gothic 
Plantin (110) 
Plantin sei 
Times 

Times Bold ies 
Times Heavy Titling 
Gill Ex. Bold Cond. 


From a Survey recently con- 
ducted by Vincent Steer 


Casion Old Face. It is a sad 
reflection on the printer's good 
taste that the King of types and 
the type of Kings has been rele 
gated to the background. I feel 
that Caslon is by far the most 
useful type 

Sharing the honours with Gill 
Bold is Ultra Bodoni, which is 
also held by 78 per cent of 
printers, whereas only 41 per 
cent hold Bodoni. 

Generally, the display faces 
for headlines are available from 
14 point to 36 point only, which 
can be awkward when one needs 
to go larger or smaller in order 
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Here’s the way to better display ! 


There is only 
ONE way 


Point of Sale Advertising 
hia must be designed by 


/ Specialists 


* ASS SS 


72 
OUR NEW ADDRESS 


’ DISPLAY 


«COMPANY LIMITED 


43 CHARLES STREET, BERKELEY SQUARE 


LONDON, W.|! 
Telephone GROSVENOR 8321 (Private Branch exchange) 


We know that display material must If you accept the fact that we print to a 
be originated with a knowledge of high standard at a competitive price, 
the product, and its marketing and (and this we can prove), it’s the design 
advertising policy. that really helps to sell the goods. 


It will cost you nothing to test our abilities. Write or phone 
and we will be delighted to call and discuss your problems. 


SHOWCARDS - CUT-OUTS - CROWNERS - CARTONS 
PHOTOLITHO & LETTERPRESS PRINTING 


Specialists in Point of Sale Advertising a 
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ALL THE DISPLAY 


MATERIAL YOU NEED 


can be cast at low cost on a 


*MONOTYPE 


SUPER 
CASTER 


* Registered 
Trade Mark 


R. P. GOSSOP 


LIMITED 


Artists Agents 


30 CARTER LANE 
ST. PAUL'S 
E.C.4 


CENTRAL 6950 
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FOUNDRY 


Prone ere Gan tee 


Type to 72 pt. (from matrices 
that can be hired); leads and 
rules, borders, furniture 
way mounting material, dashes, 
quotations, and two-piece 
type-high foundry 

furniture, etc 


two 


THE MONOTYPE 
CORPORATION LTD 
Head Office and Works 
Salfords, Redhill, Surrey 
Ree. Office 85-56 Lincotns 
Inn Fields, London, W.C.2 
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EXHIBITION 
STANDS 
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How to unprove publication settings—( ontinued 


perfectly 
Baskerville 
Times are 
% point, 
to get 7 


to get a | to 
Body faces suct 
Garamond, Plantin or 
held from 6 point to 
but one cannot expect 
point, 9 pomt or 11 point, for 
ordinary printers do not hold 
these in-between sizes. So if 8 
point is considered too small and 
10 point takes up too much 
| Space, it will just mean cutting 
ths copy till it fits 

When larger sizes are required 
for headlines, it is worth while 
tu get these set by the specialist 
typesetter who will supply either 
reproduction proofs from which 
you can make line zincos, or else 
stereos or electros Another 
method is to get the headlines 
Ludiow set The advantage of 
the latter method is that, if you 
so desire, a dozen or more dup 
lieate headlines can be produced 
merely by depressing a lever as 
many times as the same headline 
s required 


| Paneis must 

be pierced flush 

When ordering your blocks, 
make sure that instructions are 
given for all panels inside tones 
© be pierced flush, for it is very 
annoying to the compositor when 
he has to hack out pieces of wood 


YRANSPARENCIES may oe 
misleading to the client be- 
cause their colour range cannot 
be reproduced in advertisements 
printed in British Standard inks 
(which they generally are). Conse- 
quently the colour range and tone 
of colours of paintings, colour 
photographs, transparencies, etc., 
cannot always be obtained 
If only in fairness to those 
photographers who supply excel 
lent colour transparencies, suit- 
able for reproduction purposes, 
Mr. Pulitzer’s article should be 
| examined and my views as 
engraver may be of 


Process 
nierest 
Flat copies are better for 
|} comparison with block proofs 
ind a colour print for use in a 
layout is of course helpful. But 
carbro prints do not reproduce 
better than colour transparencies, 
which give the block maker the 
opportunity of more controlled 
photography than carbro prints 
supphed without colour separa 
tron negatives. The density of the 
shadow detail in carbro prints 
cannot re produced 
The that pigments 


readily be 


Statement 


with a chisel in order to get the 
type in. Similarly, 'f you want 
» rule panel to jon the base of 
a tone, have the block cut flush 
at the base, while if type must 
be set to follow the outline of a 
cutout half tone, have the 
mount properly stepped by the 
engraver, who has the proper 
tools to do this intricate work 
These little courtesies please the 
compositor and ensure a good 
job 


Scruffy layout 
poor setting 


Finally, do not make the mis 
take of sending the publication 

scruffy layout and expect good 
typesetting It is amazing how 
intelligently a good compositor 
responds to a neatly-executed 
layout prepared by a qualified 
typographer with a detailed speci- 
fication, especially when it ts 
marked up for the types he actu 
ally has in his cases 

If you follow these suggestions 
you May expect up to 75 per cent 
of your layouts to be somewhere 
near the mark The remainder, 
however, may still be poorly set 
» spite of all the trouble you 
have taken and you will have to 
wait for the millenium before 
you see any further improvement 


Process engraver answers Pulitzer: ‘we 
prefer to work from transparencies’ 


H. F. Pulitzer (May 1 issue, page 204) suggested that 

colour blocks should be made 

of from colour transparencies. 

trade colour etcher and process engraver, retorts that the 

equipment for making carbro prints is very expensive. 

In defending the present practice of using transparencies 
pion 


frem carbro prints instead 
ALFRED E. ATTOE, a 


used in the colour carbro print 
are very close to British Standard 
inks needs qualification: Carbro 
tissues are continuous in tone, as 
paints and I suggest that the 
similarity between B and S inks. 
ends with the term yellow. Pro- 
cess engravers usually refer to 
their inks as yellow, red, blue, 
and to carbo print as yellow, 
magenta, cyan 

These are examples of differ- 
ences in price between blocks 
made from flat copy and the 
indirect charge : 

f4 1&8 
£5 18 O 
£910 § 

If. as Mr. Pulitzer contends, the 
difference in price would almost 
pay for the carbro print, his prices 
appear to be in the pre-war 
medium range—it must be 
remembered the block size is 
more often nearer the 30 sq. in 
than the 120 sq. in 

Perhaps I can best conclude 
b. soreferring to ADVERTISER'S 
WEEKLY'S report of the Institute 
of British Photographers’ show 
which was headed “Colour 
Prints Disappoint.” 
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Choosing the right paper is never 


ADVERTISER'S WEEKLY 


Or 


a blood-to-the-head business when you make 
use of Spicers paper consultant. 


Artists, art directors, advertising managers, studio managers 


and print buyers are offered a service based on the accumulated knowledge 


of three hundred years: a service that quickly finds for you the 


most sensible and attractive paper for any purpose. 


spk 


Telephone: CENTRAL 4211 


This dominating enlargement by Autotype earned both silent 
applause and expressed appreciation at the British E-lectri- 
cal Development Association stand, BIF, Birmingham. 
We reproduce it here to remind you that Autotype enlarge 
ments are available in all sizes from the handy to the 
colossal, in large and small quantities, and in monochrome 
or natural colour. It should be added that at times we 
surprise even ourselves at the speed with which we can 
turn them out without the slightest loss of quality. 

There are also Autotype transparencies which are used 


to considerable effect by clever designers. 


ee 


(Most of the really good ts are made by Autoty pe) 


“Are you interested in giants?" is the title of 
an illustrated folder which tells you more 
about Autotype enlarg free on 


The Autotype Company Limited, Brownlow 
Road, West Ealing, London, W.13. EALing 2691 
Stand construction Herald Ltd. Designed by Jack Riches, J 
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17-18 Tooks Court... 


An eddres for Artis and Studio Managers 
remember Here at Colyer & . you will and 
uoder one roof—ell the materials and services which 
you seed, supplied by people with a wide caperience 
@ Complete range of ow @ Mhotograpinc and 
own Fashion Boards photostatic department 
9 © choose from equipped to carry out 
w any work, any size, in 
or S.. a the shortest possible 
and Brushes 
@ Tracie — Dewi and 
Caruidge Papers 
x @ Dry Mounting Service 


COLYER & SOUTHEY LTD 
17-18-TOOKS COURT: CURSITOR STREET E-C-4 


tome. 
@ Relieve that headache 
and centralise §=6your 


ving 
Phone; HOL 6245-46 
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EXHIBITION STANDS | | [' 
DISPLAYS 


SERVICING 
SILK SCREEN PRINTING 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
LONDON: S Wt TEL. VIC F123 
WORKS — 394 York Road, S.w.it 
sTORES Fulham 
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SILK SCREEN ARTS L'? 


@7 SHIRLEY ROAD. CROYOOR 
aoorscomeet Btar-e 
Lwest GRADE toy S(ave 
CLEAN © sHaRe EXPRESS 
Rart\MaANiHie Deaivery 


WALTER BIRD 
for 
STOCK ADVERTISING 
HEADS 


"Phone FRO 1018, 1019 
Photographic Illustration Ltd 
poy omc Road, $.W7 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.I! 
Tel. Nos. Botterses 5300 & 4886 
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with over 


SUBSCRIBERS 
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POSTAL 
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110 PARK STREET, LONDON Wi! 37 SPRING STREET Ww. 


June 5, 1952 


Original creative ideas 


are still hard to find 


In his search through the Institute of British Photo- 

graphers’ Show, and in his perusal of the press, 

JOHN HERON has noted a marked lack of original 

creative photography. In his monthly feature, Photo- 

graphy in Advertising, he spotlights some of the 
few good conceptions of recent months. 


N ANY of the 4,100 who 
4 attended this year's 
London exhibition of the Insti- 
tute of British Photographers 
must have been impressed by 
the purely physical improve- 
ments in the show: more cx- 
hibits (756) than ever before 
from more exhibitors: much 
better presentation (though 
one year one would like to 
see what sort of @ fist one of 
the big display firms could 
make of the presentation). 

Heartening to those who were 
interested principally in the a 
cation of photogriphy to adver- 
tising was the evidence of the 
emergence of a higher level of 
creative endeavour; there were 
ideas and fresh departures 

This ties in with my observa- 
tion of our newspapers and 
— where during the last 
ew months, I have detected a 
number of break-aways and 
experiments, one or two of which 
I have already noted 

The 1.B.P. show confirmed that 
there are, at any rate, a few 
creative photographers serving 
advertising who are making a 
real attempt to get new ideas 
across. John Gill of Morgan- 
Wells Studio, for example, tried 
several interesting abstracts. 
Robin Adler had an extremely 
clever print-treatment which sug- 
gests most interesting as yet un- 
explored possibilities. W. T. G. 
Hiller, of Gee & Watson Litd., 
had a whole panel of challenging 
prints. As in a good detective 
story, there is generally an un- 
expected twist in a Hiller picture. 
lt is that “twist” which the ad- 
vertiser has the right to seek. 

There is nothing old that can- 
not be presented in a new 
manner, provided one can find a 
creative man or team with suffi- 
cient patience to sweat at the 
thing until that new angle is 
found. In this respect, many a 
good news photographer can 
teach the studio-bound man a 
thing or two. Faced with the 
sheer necessity of dishing up the 
same old subjects in a way which 
will catch the interest and imagin- 
ation of an increasingly sophisti- 
cated public, the press man just 
must find new ways of presenting 
old subjects. 

Herbert K. Nolan exhibited a 
pane! of five sequence pictures— 
a subject essentially calli ing for a 
feeling of real action, m the 


immobile medium of the bromide 

rint. I think Nolan s 
y a sequence of shots taken at 
intervals of a few seconds (an 
easy matter with the much im- 
proved cameras of to-day), and it 
was a fresh and interesting 
exhibit which caused some com- 
ment 

Bill E. Jordan and Arthur 
Brilliant is a team well worth 
watching: in the 15 or so exhibits 
by these two operators, it was 
not so much the originality of 
subject matter or even of present- 
ation that held the attention; it 
was a highly developed “feel” for 
dramatic lighting that was the 
secret. It is perfectly possible to 
achieve an entirely new presenta- 
tion of the most prosaic subject 
given a completely hew lighting 
conception as Jordan and 
Brilliant showed. 

Nettie M. Moon, of H. G. 
Dorrett Ltd. (Mitcham), is a 
name less familiar than some, 
but her half a dozen pictures 
showed real merit because they 
represented a new approach to 
an old subject rather than any 
tricks or darkroom techniques. 

These were, of course, only 
some of the exhibitors whose 
work helped to build up my hope 
and belief that we are at the 
beginning of a new cra of crea- 
tive photographic enterprise. 

* . o 


RIGINALITY can be carried 
to the point of ugliness, 
Coats Satinised Sewing Thread 
have been using a fashion photo- 


Bibby's Araby advertising is 
based on fine creative photo- 
graphy (see page 456). 
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Horse 


We have no knowledge of 

horses but we do know that 

a willing horse today is a 

treasure. And so it is with 

Exhibition and Display—a 

combination of horse-sense 

and hard work. 

This picture, taken in our 

works, shows moulded- 

rubber horses for cider- eh 

mill displays. And very ee : eee 7 £i 
good displays they are — et 

trust Priestleys for that. EP ih 

Tj oe ot Priestleys | 
x Nahamin, es in Dia ‘ i ROAD, GLOUCESTER. TEL 22284 (4 LINES) q 


7 KINGHAM STREET. LONDON. W.C 2 TEL TRA 4277-6 — 
and Exhibition call te “, BIRMINGHAM gy MANCHESTER © 


Priestleys. 


HELEN JARDINE 


ARTISTS LTD. 


Telephone 
TEMple Bar 6720 


extra brilliance so vital | 
to attractive designs. 
Test themfor yourself now! 
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Aerial 


letters 


4o 


can now safely tow the longest 
Poster on the world 26 actual 
n line showing in bold silhou 


ette against the sky and readable from 


Aero 


two miles 


type 


ss poor 


We no longer tow the old 
of solid banner as readability 


THE MOST POWERFUL IMPACT 


Publicity 


ADVERTISING OF ALL TIME 


A real Solus site, Vital, Dynamic and 
infallibly arresting stimulating interest 
m young and old 


of Elstree 


LET US PUT OVER YOUR MESSAGE 
TO THE TEAMING MILLIONS ON THE 


BEACHES OF BRITAIN, THIS SUMMER 


erodrome °* 


ited to co 
than 


popular 


Elstree holiday makers searching for products 


Herts 


ire in announcing ' 


wm) 


eu’% 


the acria 


me 


this 
owners 
suitable slogan 


suuate 
ed in 


charges are the 


of hire 


you have 

message 
ing drinks or ice cream 
a crowded beach at one of 
seaside resorts’ Here is the 
and moment to send 


better setting could 


display of a 
our 
place 


Thousands of car 
can be 


nature 
reached with a 


too 


HIGHEST COVERAGE—LOWEST COST 


miles of coastline can be 
hour's flying and our 
lowest in the country 
1S guineas per hour inclusive 
ind maintenance of Poster 


one 


WOW with AERO PUBLICITY OF 


BOOK 
ELSTREE AERODROME, HERTS. Elstree 3540 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


esrones BOWNEY & CO LTD 


10 PERCY STREET LONDON OWI 


The fiom with /5 yeors of Aerial Advertising 


behind them 


ADVERTISING COSTS 
REDUCED 


TRANSFER BLOCKING FOULS 
PROTECTIVE GLAZING FILM 
WATER SLIDE TRANSFER FILM 
DISPLAY BOARDS ACETATES 
METAL STRUTS, PINS & RINGS 
GUILLOTINES BEVELLERS 
ELECTRIC FINISHING PRESSES 
BLOCKING TYPES & DIES 

HAND ENGRAVED BLOCKS 


MASSEELEY SHOWCARD MACHINES 
Guaranteed and rebu:'t by 
HILL BROTHERS (SERVICE) LTD. 


Acton Works, Beaconsfield Road 
Acton Green, London, W 4 
Telephone Chiswick 2235 


OUR PRICES WILL SAVE YOU POUNDS 
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Photography in Advertising Continued 


graph in their advertising which 
is gawky and awkward-looking 
in the extreme a distorted girl 
with monstrous feet and legs 


Is it really necessary to resort 
to photographs in which perspec 
tive and credulity are equally 
strained? The quest f he new 
twist” should, | think, avoid dis 
tortion of objects which are 
naturally and essentially things of 
beauty Top fashio papers 
sometimes sin, Loo 

Araby Soap have found the 
new “twist” by depicting their 
lovely models caged. The pro 


luke the aeccomry Whee 


a 4 
q yy, 


eB 


Nobody can have failed to look, 
and look again Colour photo- 
graph =by Zoltan Glass for 

Schweppes 


gressive steps towards maximum 
impact in the campaign, 
started with a nd white 
page showing the Araby girl. full 
length nm a cage Ser your 
beafity free Later. Araby 
moved us in to a somewhat 
closer view the advertiser 
was apparently trying out the 
impact of less detail! and fuss 

1 simplification of the illustra 
tion without any departure from 
the first theme. Finally, Araby 
turns up again in a full colour 
page with the illustration much 
more simplified by the use of a 
large head, and only a suggestion 
of the cage, by parts of one of 


two of the ornamental bars, being 
introduced 


> > > 

I HAVE just had news from 

America that latest U.S. re 
search statistics show that full 
colour advertising pulls 54 per 
cent more attention than black 
and-white. Certainly there have 
been some very striking photo- 
graphic colour pages published 
in British periodicals recently; 
but | have been unable to trace 


Ny comparative British-com 
puted figures on the increased 
attention-getting power of colour 


n this country 
. * * 
YOBODY who saw Zoltan 
- Crlass’s most recent 


Photograph of a 
lemonade 


Ull-colour 


hott! of 


Schweppes 


ind a glass just that 
sigainst a orich= green back 
ground of unobtrusive nature 


can have failed to look -and look 
sgain. Sheer virtuosity has pro 
duced a colour photograph in 
the old masters” class—rich 
hued and full of subtiety 
Schweppes and their agents 
Clifford Bloxham & Partners 
realised that so superb a colour 
shot needed no long copy; it told 
the whole story There was, 
therefore, just a single headline 
incorporating a gentle wisecrack 

Thirsty” Take the necessary 
Schweppes This is Britesh 
photography in advertising at tts 
superlative best 


* * . 


N “after lens and in lens” 
element which when used 
with carefully balanced lighting 
completely eliminates flare has 
been designed by Dr t 
Pulitzer 
The new system allows almost 
unlimited direct or reflected light 
to be used in front of the camera 
From this fact Dr. Pulitzer has 
evolved an entirely new method 
of photographing fashion or still 
life against a brightly illuminated 
white background to give, in one 
operation and without any block 
ing-out on the negative, a pertect 
“cut-out” figure with the entire 
tone-scale from white to dead 
black, against a pure white back 


ground This technique is im- 
mensely useful in fashion work, 
particularly where fur is con- 
cerned, for catalogue work. 
where ample room for text is re 
quired, or for coarse screen 


newsprint, as there is no chance 
of background “smearing” into 
the picture 

Dr. Pulitzer showed me a 
number of remarkable examples. 
where both negative and print 


were entirely innocent of 
retouching 

Nephew of the late famous 
Joseph Pulitzer, Dr. Henry is a 


dynamo of new ideas and ideals. 
Between 1946-1950 he designed 
and marketed the entire De Vere 
range of photo-mechanical equip 
ment which is now used in 
studios throughout this and many 


other countries Recently he 
broke away from De Vere to 
found the Pulitzer Studio, with 


Wolf Hainish (the portrait artist) 
as co-director 


Here he continues photo 
graphic research, though the 
studio side of his business is 


largely devoted to photography 


for advertising 


Best Danish Ad. 


Danish 
Danish 
was for 
which 
Copen- 


According to Erhvervslis 
business monthly, the best 
advertisement during 1951 
Oma margarine, agents for 
are Wahl Asmussen, of 
hagen 

The advertisement copy reads 
over 1 Kroner and my 
husband can't tell the difference. 
Oma Margarine, without the taste 
of margarine 
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COMMERCIAL ARTISTS’ PORTFOLIO 


Peter Rees-Roberts 


ETER REES-ROBERTS has always had 
a hking for elegance in women, and it 
was this which persuaded him to specialise 
in fashion work. Certainly his specialisation 
has given him ample opportunity for imple- 
menting his theory, that commercial art 
should be more decorative. He 
applauds loudly the tendency 
towards “more tasteful and 
imaginative” advertising. “The 
simpler the better” is one of his 
guiding maxims 
That outlook ts the mght 
one fairly conclusively 
proved by the long list of national 
accounts that Rees-Roberts has 
worked on during the last two 
years These include Calpreta 
fabrics, Austin Reed, Clark's 
shoes, Rego, International Wool 
Secretariat, Lux Brilkie and 
Munrospun. (Work for the last 
two 1s illustrated on this page.) 
Rees-Roberts, 28-years-old, re 
ceived his imitial traming at 
mbledon School of Art. Later 
¢ went on to the Royal College 
Art where he took a diploma 
mural decoration This latter 
activity he carries on—in the form 
decoration 
paints 
exten 
foibles 


this 


seems 


of ecoentiric imterwr 
with his wife (who 
and exhibited quite 
sively). Other private 
imclude a liking for Picasso 
though this is not reflected in 
Rees-Roberts’ commercial work 
and a lking for things mechan: 
cal 

His ambition is that his 
will continue to be “mobile 
adaptable to changing times.” 

G. Donovan (¢ Artist 
Partners Lid Peter 
Rees-Roberts 


also 
has 


work 
and 


indler 
represents 


47 


Two drawings re 
cently executed 
by Peter Rees 
Roberts indicat 
his liking for 
sophistication and 
dignity. The one 
on the left was 
for a Brilkie ad- 
vertisement 
(agents, Saward., 
Baker & Co 
Lid.) and the one 
above for Munro 
spun (Robert 
Freeman Co.) 
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AD. MAN'S BOOKSHELF (Continued from page 448) 


She publicised 
the Savoy 


Meet Me at the Saver, by lean Nichol 
age by Denny Kaye (Mascum Prow 
This is @ gay, gossipy, 
glamorous true story about a 
great hotel, the important people 
who frequent it, and the perhaps 


| even more important people be 


hind the scenes who 
their comforts 

For ten years Jean Nichol was 
public relations officer to the 
Savoy group—the Savoy 
Claridges and the Berkeley—but 
she writes, in the main, of the 
Savoy, where she had her head- 
quarters. Her job, of course, was 
to get publicity—the right kind of 
publicity This, though she 
never boasts, she must have per 
formed very successfully, for it 
is clear that she loved the Savoy 
and liked people—all sorts of 
people Consequently, people 
liked her, and yt 1s my guess that 
she twisted most of them round 
her little finger 

A procession of 
marches and trips 
pages of her book 
procession Royal 
Statesmen, stars of 
screen, authors, pournalists 
galore' Miss Nichol tells us 
about them all, intimately but 
never indiscrectly, and most of 
them she writes about as friends 

Actors and actresses, their 
publicity value being what it is 
enjoy most of the limelight, but 
there are many whose names are 
familiar to us in the world of the 
press and advertising, among 
them Sir Alan Herbert, Arthur 
Christiansen John Gordon, 
Baron (who contributes a de 
lightful frontispiece portrait 
the author), Jack Brebner, the 
Cudlips, Hugh and Percy, Frank 
Owen, “Bertie” Gunn, “Jimmie” 
Drawbell, Hannen Swaffer, W. E 
Tomlin 

Avital fascinating book, 
which all whose vocation is pub 
licity will find absorbing, and 
which deserves to be a best seller 
to a much wider public. —C.D.R. 


cater for 


notabilities 
through the 
and what a 
personages 
Stage and 


Trademarks—by 


seven designers 


Seven Designers 


Look at Trademark 
Design, cdvved by Egbert Jacobeon (Paul 
Theobald. Chicago, distributed in UK. by 
Alec Tiranti Lid., 705) 

Advertising depends upon the 
recognition at the point of sale 
of the product that a prospect 
has seen advertised in the press, 
on outdoor site. or wherever it 
may be. This link is among the 
most difficult to forge in the 
chain of events that leads up to 
1 sale across a counter. Display 


material that echoes the adver 


tising 1s one approach to the pro- | 


blem, but this or any other 
method of bridging the gap is 
unlikely to succeed unless the 
product is branded and readily 
identifiable by a trademark 

It ws from this assessment of 


trademarks 
seven designers et out 
book to make a complete 
Their coverage js certainly 
and their approach log: 
cally planned An historical 
section establishes the basis of 
argument by defining the de 
velopment in the purpose oj 
trademarks as well as their 
growth out of the stone carvings 
ot the middle ages This is 
followed by an examination of 
marks now in use—mostly in the 
U.S.A.—and by a case history of 
one firm's successful, though 
flexible, use of its trademark 
Paul Rand contributes what is 
probably the most constructive 
section when he examines how « 
trademark-——be «t a figure or a 
hne of type or a combination of 
both—can be applied as an in 
tegral part of an advertisement 
He shows examples in which the 
trademark has become a domi 
nating illustration or the basis of 
the copy idea, or at very least 
one of the components of a de 
sgn--not «ojust a = name-block 
added to the foot of an advertise 
ment because it has to be there 
Examples naturally form a 
large section of the book: the 
most useful method of presenta 
tion is that adopted in the final 
chapter where the applications of 
various trademarks, cach to a 
variety of print and advertising 

material, are illustrated 
The seven contributing de 
signers are Will] Burtin, Herbert 
Bayer, H. Creston Doner, Alvin 
Lustig, Paul Rand, Bernard 
Rudofsky and the editor himself 
EM 


the mmportance of 
that the 
in their 
study 
wide 


Camera lenses 


Camera Lenses, by Arthur Locket 
(Ser tewac Paoman & Som Led. iG 60) 


Since Mr. Lockett wrote his 
book in 1925, developments in 
the photographic field have gone 
on rapidly. Techniques have im 
proved and the range of equip 
ment widened considerably A 
second edition was produced 
some time ago, and H. W. Lee 
has now completely revised the 
book 

Its 142 pages contain a wealth 
of knowledge covering the charac- 
teristics of all important lenses 
Optical accesones—filters, range 
finders and view finders—are 
also dealt with in a style which 
does not bewilder the amateur 
and yet gives the professional 
man a Satisfactory answer to 
many of his problems 

The book is, in fact, aimed at 
both the good amateur and the 
professional, and this dual pur- 
pose appears to have presented 
the author with some difficulties 
as might be expected—and the 
danger is that he may have fallen 
between two stools 


Michelin Guide to France 
(Anglo-French Periodicals Lid 
21s.) In the 1952 edition of 
this “bible” for motorists visiting 
France, all information, includ 
ing hotel charges, has been 
brought up-to-date 
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LONG with some twenty 

members of the Institute of 
Public Relations | spent a day 
last week at London Aiport that 
wes at Once nicrest ng. very 


disappount 


very 
enjpoyarle und) very 
ing 
Tp. thanks 
to the coo non of Vincent 
nauion officer 
| Aviation 
Airport's 


wo torn bec aus 


gic among 

of which Mr 

guide spok« 

reverential tones 

over one of the 

magnificent high-wing Elizabethans, 
ven mio the cock pit 
The disappomiment 


came from 


ethans 
is to be capected where 
Miles Thomas is concerned, 
relations facilities 
are firet-ra 
for mstanc 
han 12,000 people 
port in 473 organised 
provision of radio 
newsree! and fiction film 


fucilities are part of the PLR. job them if anticipation! 
Heving said this, I her 


with drop 

s very broad hint to Sor Miles and * * * 
Messrs. Houseg: Ryder and A A RECENT visitor to the Netile 
tden-Green, programme director of fold Studios, Walton-on-Thames, to 
he Institute of Public Relations give advice on the olddime mulling 
organwed the vist, that if and of wine for scenes in George 
there «= any flight going Minter's British film of “Pickwick 
whether by Comet, Elizabethan Papers” was Peter Bowen-Davies, 
helicopter, or any flying “jalopy account executive for the J. Walter 
that can be got into the air, | hope Thompson Co., Lid., the Associa- 


Archie Ling, wine-curio collector 
man 


television 


to be on t-—-and herewith thank 


“ 


| 
mH 


* THE TIMES 


said it* 


‘Within a few years the 
circulation of The Universe had increased so rapidly 
that it became the most widely circulated news- 
paper published under Roman Catholic auspices 
in the world’. 


Buy in the right market 
and get quality, quantity 
& results at 40 - per s.c.in 


FIELD HOUSE BREAMS BLILDINGS LONDON ECc4 


& Obituary novice of the late Sir Martin Melvin, Bart. who died 11th May 1952 
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Mainly Personal— 


Peter Bowen-Davies (left) serves wine to James Hayter (Mr. Pickwick’); 
and his twin brother Henry Ling, chair- 
Wine and Spirit 


Association 
tion's advertising and public rela- 
tions consultants. 

Within five minutes he found 
himself being whipped into the cos- 
tume of a Dickensian waiter at the 
Bull Inn, Rochester, and actually 
mulling the wine in front of the 
cameras 

An amateur actor of some note 
in Harrow, he came thr 
ordeal unscathed—and incidentally 
provided the film with the necessary 
authenticity—serving wine to Mr. 
Pickwick QUames Hayter) and his 
cronies of the Pickwick Club. 

With Mr. Bowen-Davies, but not 
taking an active part before the 
cameras, was Henry B. Ling, chair- 
man, Wine and Spirit 
of Great Britain; his twin brother, 
Archie G. Ling; and Hugh Mackay 
of the J.W.T. organisation's public 
relations department. 

cy also co-operated in givin 

accurate details of the mulling c 
wine. For these scenes an exact 
replica of the yard and public 
rooms of the Bull at Rochester as 
they were in Dickens’ time, were 
built on the studio floor 


* 
EVERYBODY who knows W. 
Harold Butler is glad that he is to 
be the next vice-chairman of the 
Publicity Club of London. He 
joined the Club in 1913 and has for 
years been one of its most hard- 
working backroom-boys 
r. Butler is technical produc- 
tion manager of Saward, Baker & 
Co., Lid. Before he jomed them 
32 years ago he was a printer. An 
acknowledged authority on print, he 
is hon. typographer both to 
club and to the Advertising Asso- 
ciation, and an L.C.C. instructor on 
advertisement presentation and 
reproduction. | constantly come 
across technical articles by him as 
I turn through the files of Apver- 
Tisee's WEEKLY over the years. 
Elected to the Club's council 
seven years ago, he has served on 
a number of commiices. The fact 
that he will inherit the chairman- 
ship of the club in two years’ time 
is a well-merited recognition of the 
good work he has done 
. + a 
ADVERTISED on track and tele- 
writer screen at the Six Day Cycle 
Race were Hercules Cycles, main 
account interest of G. W. H. Gibbs, 


Association | 
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A bitter-sweet day 
at London Airport: 
Peter Bowen-Davies, 
account executive 
waiter, wine-muller: 
Harold Butler, a 
Publicity Club of 
london back-room 
boy: US. organisa- 
tion fights mortality 
among ad. men! 


By CONTACT 


irector of Reid, Walker 
Led. 


associate 
Adverts: 

Generous with tributes to his 
colleagues, and their managing 
director, Albert Walker, Mr. Gibbs 
modestly attributes much of his 
advertising “know-how” to the 
influence of two men. They are: 
D. D. McLachlan, director of pub- 
lheity, Hercules Cycle & Motor Co.., 
Lid.. who, he says, taught him 
many of the tricks of publicity and 
the science of advertising; and his 
late managing director, Horace 
Walker, who taught him the facts 
of hard commercialism. 


* * * 


SOME MONTHS ago | published, 
from an American correspondent, 
statistics about the mortality am 
U.S. advertising men. They showe 
that advertising—-over there, at any 
rate—is a “stress occupation” as 
compared with many others. 

| now see that an organisation 
called the Fanny Markel Medical 
Group (an affiliate of the Madison 
Foundation for Biochemical Re- 
search) has come into being as 4 
preventive medical service. 

The idea is simple. For a fixed 
fee of 75 dollars per man per year, 
participating agencies can 
their executives once a year to the 
Foundation for a thorough check- 
up. It claims that the “hypertension 
diseases”—such as heart, arterial, 
und gastro-intestinal disorders—to 
which advertising men are prone, 
can be arrested if taken in time. 


. * * 

NOT MANY agencies, | imagine, 
can boast their own fish pond. That 
Rooster Publicity, of Peterborough, 
can is due to the fact that in the 
grounds of their headquarters, 
Walton House, there was a concrete 
slab, relic of a Waaf hut. 

J. Peers, a director of Rooster’s, 
conceived and built the pond, and 
installed a pump that circulates 
about 60 gallons of water per 
minute over a waterfall that can be 
illuminated at might 


WEEKS WISECRACK 


~ 


“As a first step towards 
greater integrity in the 
creative man, Car- 
ruthers, perhaps you'll 
let me we your tea 
money for the last three 
weeks.” 
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This whole-pege odvertisement 
creeted by |. Welter Thompson Co., Lid 
end placed by Lintes Limited 
oppeered in the NEWS CHRONICLE 
on Thursday, Mey 29th, 1952 


HIKM 
OM-WAR 
HLL PAGE 


For the first whole-page advertisement in a 
full-size national daily newspaper since 1939, 
PIN-UP chose the 


\EWS CHRONICLE 
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Lying in a hollow 
of the hills, Bath is a compact 
city. Take a trip into “Som.” or 


Wilts’, m any direction you 


please, and within a couple of 
miles you'll find yourself in the 
heart of the countryside. A pros 
inhabited by 


people who make a good living 


perous countryside, 


out of some of the best agricul 
tural land in Britain 

These people, too, read 
the Bath & Wilts Chronicle & 
Herald 


plete 


The tally is thus com 
leisured, professional, in 
dustrial and agricultural classes 
the Bath Chronicle reaches them 
all. That 
ful medium for a test campaign 
And, at 9 


is why it is such a use 
per sci, no large 
outlay is needed to secure the 
Reliable 


information on which your main 


information you need 


campaign can be based with 


certainty 
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CURRENT ADVERTISING 


Prestige Scheme Fe or Lombard’s 


Dudley Turner & Vincent Lid. 
have been appointed agents for 


| Lombard Banking Litd., who are 


undertaking press advertising in 
the areas served by their 
branches. The advertising is of 
& prestige nature, designed to 
encourage the bank's deposit 
account business 

. . > 


| ACCOUNTS MOVING 


| been 


Sommerville & Milme Lid. (Glas 
gow) have taken over the Buchanan 
Arms account. Local papers, class 
magazines and guides om be used 

* * 


Oliver Pell Control Lid. and the 
Varley Magnet Co., makers of 
solenoids and ciectrical equipment, 
have transferred their advertising to 
S. C. Peacock Lid. (London). Ad 
vertising at present ms concentrated 
in technical and specialised media 

* * . 
NEW ACCOUNTS 


©. Allan-Cooper & Co., Ltd, 
have been appointed to handle the 
advertising of Iddon Bros. Lid., 
manufacturers of mixers, milling 
machines, presses and extruders for 
rubber and plastic industries. 
Another new account for this 

racy is Gay Fashions, dress and 
blouse manufacturers. 

+ * a 


Two new accounts for Aeger & 


Turner Ltd. are Arco Metal & 
Glassware Litd., importers and 
dealers in glassware, and Manon 
Trewe of Leicester, manufacturers 


snd distributors of women's and 
children’s wear 

* . * 
Bemrose Publicity Co., Ltd., have 
appointed agents to Wood 
Bastiow & Co., Ltd., associates of 
Wood Bastow (Elastics) Lid 

. * * 


| NEW CAMPAIGNS 


J 
Presta’s Summer 
. 
Scheme 
A seasonal campaign has begun 

for Presta fruit squashes and table 
waters. Coverage includes the Star 
and Evening Standard, and provin- 
cial papers for the areas of Liver 
nool, Manchester, Leeds, Glasgow, 
Southampton, Bournemouth, Ports- 
mouth and Leicester Agents 
Cc 


* The ONLY evening paper printed in 

Somerset, Get full details from The 
Advertisement Manager, 1'4 Flee: Soreei. 
Londen, B.C.4. Telephone: Central 1767 
Movers 


1974s 


reenlys Ltd. 
. > * 

First advertising since before the 

war i now pearing for Congo 

leum squares hoot coverings) in the 


Daily Mirror (half-page), Daily 
Mail and women's magazines 
Agents: S. H. 

. 


A new showcard and matching 
leaflet has been produced by G. 
Street & Co., Ltd., for the Ducat: 


Cuceiolo auxiliary cycle motor, A 


! national and provincial advertising 


* 
“Business needs modern tools 
too” is the theme of a new cam 
paign for Constructort Lid. (Seldex 
Business Systems) Agents: Reid 
Watker Advertising Lid. 
. 


scheme is in progress. 
7 . 


Technical and trade advertising 
for Powers-Samas Accounting 


Machines Lid. starts in July As 


exclusively announced by Apver- 


Tiser’s WBEKLY, 


the home adver- 


tising for this firm is now being 
handled by . S. Crawford Led. 
Advertising in the national and 


| provincial press will start in Sep- 
tember 

* > * 

A summer scheme for Guinness 
has started. The slogan s: “How 
long is your thirst? Normal 
Guinness schedule will be used. 
Agents: S. HM. Benson Lid. 

. . . 
PUBLIC RELATIONS 
ACCOUNTS 

R. E.N & Associates have 
been appointed to handle public 


relations and editorial publicity for 
the Collinson Inhaler and the 
Inhalation Institute. 

* 
ovense. AS ACCOL _ 

Grant Advertising (Pty.) Lid. 
(Cape Town) are taking over the 
advertising of the South African 
Mutual Assurance Society. 

* * * 


OVERSEAS CAMPAIGNS 

The Winter Thomas Co. Lid., arc 
placing overseas advertising for 

ufflette curtain products (Thomas 
French & Sons Ltd.), in newspapers 
and magazines in Northern and 
Southern Rhodesia, South and East 
Africa, New Zealand, France and 
Holland 


Marketin 
Newsbriefs 


A new pack has been introduced 
for Simpkins lemon flavoured sore 
throat tablets 

_ 


. * 
A aylon turban is being marketed 
by Raywarp Textiles Lid 
* 
A handbag size jar has been in- 
troduced for Poem tinted founda- 
tion by Icilma Co. Lid. 


* * * 
Alr-filled quilted rubber cut 
sheets for babies are being made 
by Kleinerts Ltd. under the name 


of Bubblic 
* * * 
A trial pack, containing 50 tablets 
selling at Is. 3d., has been intro- 
duced for Yestamuin yeast 


E. K. Cole Lid. have 


year in the new trains running on 
Holiday makers who use the railway will see the ads 
up EKCO (whose main factory is nearby) with local historical events, 


Railway 


June 5, 1952 


Printers’ Type 
Specimen Books 


The Monotype Corporation's 
exhibition of printers’ type books, 
the first of its kind to be held in 
England, was opened by John C. 
Cheney, chairman of the public 
relations committee of the British 
Federation of Master Printers, at 


a private view in the Corpora- 
tion’s Lecture Hall, 54 Fetter 
Lane The exhibition will be 


open to the public daily from 
16.30 to 6 p.m. (Saturdays 9.30 
tv 12 a.m.) until June 12 

Declaring the exhibition open, 
Mr. Cheney said: “The printer's 
type book has long been a potent 
or in the building of good 
relations between him and his 
customers 

“Events of recent years have 
been discouraging to type book 
production Now things are 
changing and a renewed interest 
in the art of selling is likely to 
become manifest, and the need 
for a type book will press upon 
Us again.” 

The excellence of this collec- 
tion, Mr. Cheney continued, was 
in no small measure due to the 
generosity of St. Bride’s Library 
and Turner Berry, who had lent 
their most fascinating collection. 

The earliest exhibit in the show 
is the 1628 specimen book of the 
Vatican Printing Office. and the 
latest are those just published by 
Enschede en Zonen of Haarlem 
and Cowell's of Ipswich. One 
of the hundred revised Layton 
Master Cabinets, which will ap- 
pear this autumn, is being shown 
mn advance of publication 

A special number of the Mono- 
type News Letter acts as a guide 


to the exhibition and discusses 
problems of the printer's type 
book 


* 

New Lisa Studio 
Studio Lisa Lid. are opening a 
photographic studio at 15 Grape 
Street, W.2, next Monday. Their 
Fleet Street library is being moved 
to the new studio, which will be in 
addition to the one they already 

possess at Welwyn Garden City. 


taken all available advertising space for the coming 
Southend-on-Seas \} 


mile-long Pier 
which tie 
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RCN RADAR PLUS 


Somebody (it was, as a matter of fact, a Director of RCN) has defined 
Research as ‘the Radar of advertising’. It is Research which, by its 
own scientific methods, shows the objectives to be reached, the dangers 
to be avoided, the most profitable paths for advance. 

The RCN advertising-radar set is a particularly well-tuned instru- 
ment, of considerable range. One of its most important components 
is the RCN Consumer Panel, which we use in those cases where a ‘pilot 
survey’ can give us a picture of ample clearness. The RCN Consumer 
Panel is a carefully-selected cross-section of the general public, num- 
bering several hundred families, who receive from RCN a cash 
retainer for their services. The use of the RCN Consumer Panel 
automatically brings two very great advantages—-maximum speed, 
and maximum economy. 

Forearmed by this specialist reconnaissance, RCN generalship comes 
into action, with consistently successful results. If your publicity 
problems call for a combination of ‘Advertising-Radar’ and skilful 
generalship, we shall be most interested to discuss them with you. 


‘eS 
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184 STRAND - LONDON: WC2 + TEMple Bor: 9271 
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We Hear— 


THAT nivertiuing 
club has be formed im 
ton, New \ th 3 
Lintes Proprn id as 
dem 


umd publicity 
Welling- 
Cates, 
prem- 


INFANTILE 
PARALYSIS 


se 


wm was designed ‘yy 
( William Davis, of Birm 
liege of Arts and 
the first cath prize 
organised 


Paralysis Fellow 


in an art contest 
Infantile 


THAT A. Lacock, assistant space 
buyer with Alfred Pemberton Lid 
has been presented by his wife with 
a third son 

* ol al 
THAT the second British Food 
Faw will be held at Olympia from 
July &—19. During 1951 the food 
industry spent £5,703,000 on press 
advertising 

>. >. * 
THAT new members of the Display 
Producers and Screen Printers Asso 
ciation are: Carhon Artists Lid 
and Kenton Publicity, both of 
London, and Severn Sign Company 
Manchester 
. * 
acceptance of appli 
cations from Rowntree and Co 
(Ireland) Lid. and Mackintosh and 
Sons (Ireland) Lid., membership of 
the Association of Advertisers in 
Ircland has increased to 76 

. * . 
THAT a feature of an exhibition of 
business equipment opened at the 
Assembly Hall, Edinburgh, by Lord 
Provost James Miller, and organ- 
ised by W. Simpson Bell A Co., 
Edinburgh, is a gold-plated type- 


writer 


THAT with the 


* * . 
THAT 45. J. McCann, managing 
director of Radio Review, Dublin, 
has been named first chairman of 
the Irish Radio Industries Club 

> 7. * 


THAT when a series of darts and 


is the day 


—the day SUMMER PIE will be on 
sale! You can see for yourself how 
much Jimmy Edwards is enjoying 
his advance copy... . Enough said! 
Except to add that the National 


Advertising Benevolent 
wil benefit very 


Society 
considerably 


from the sales... be sure to pass 


the werd round your office. 


SUMMER PIE: 


Baggage insurance is the feature of a window display at the Pall Mail 


othees of Crusader Insurance. 
Sons Lid., of Piccadilly Circus 


baggage was 
Two colourful posters supplied by French 


loaned by Drew and 


ailways are displayed on the side walls. 


snooker games were played beiween 
Procea Products Lid., and the staff 
of the Confectioner, Baker and 
Restaurateur, Procea’s party was 
headed by S. A. Lancaster, 
aging director, 
paper's teams by 
publisher, Industrial 
group 


Newspaper 


* 7. 
THAT Peter Hope Lumley has 
been appointed press representative 
of the Gore Hotel, Queen Gate, 
S.W.7 


* * . 
THAT a daughter, Lindsay John- 
ston, has been born to the wife of 
Tom Fairbairn, Jr., of John Miller 
Lid., printers, Glasgow 


PIeee CEO OCCOC Cr 


DIARY 


Friday, June 6. 
ALLIANCE 
NATIONALE CONGRESS 
tute of British Architecture 
InstTITUTe OF INCORPORATED Prac 
TITIONERS IN ADVERTISING confer- 
ence Du 


. 
. 
. 
. 
. 
. 
. 
. 


CoeaPHiqur 


» dome Ii. 
Barris Poster 
Association dinner 


ADVERTISING 
Edinburgh 
’ 2. 

Na TIONAL Apvertisinc)«=—-s Bene 
vousnt Society dinner, Connaught 
Rooms. 

Fepesation oF Barrisn 
Tees conference. Bristol 
ALowycn Civs. Installation of 
Sir Harold Bowden as president 


oeee 


Inpus- 


WeTTTTTITI LT 
Preeereriii er 


Legal and Gazette 


CLOCK WITH 
AD. PANELS 


A dispute concerning the proposed 
installation of chek and advertising 
pancis m the saloon lounge 
Western Hotel 


October 1949 
agreement 
were to be 
ook and advertise 
ment matter aimed against Mr 
James damages 


authority 

contract 

had approved 

denied breacs of | ability 
held that Mr 

» contract on 

imstallation 


James had never 
imstallation. and 


oreach of warranty 


said. did not ask "tor cose 
piaintffs 


New Companies 


against the 


in Sierra Leone 
to take over business 


Regmered 


1982 


Rewapaper owners and publishers 

on by the Sicrra Leone 
Syndicate Capital: £10000 
jae authorised to accep: service, A 


Gree ART 
120-122 Ladbroke Grove 
and publicity 
lua First 
in the £ payable at Inveresk 


House, 346 Strand, London, W.C 2 


DISSOLUTION OF PARTNERSHIP 
Ronato Agtuur Hrrewines and Rowato 

Haagey Astos, trading as “Signal Publica- 
trons.” 293 Dickson Road, Backpox 
publishers, May 15. 1952. so far as con- 
corms Ronald Arthur Hitchings who 
All debts by Ronald Harry 

who will continue 


WILLS 
Davip Traomson, of 20 Martin Swee. 
advertisement manager of D. C 
Lid, Dundee. Glas 
and London, left . 
and Scotland 


Freeman Co 
sd gross 


CHANGES OF ADDRESS 


Self Development Asoc ation 
» 20-21 Took’s Court, Cursitor Street, 
ca 
Co. Lid. (publicity 
department) t Marconi House, 34/7 
Swanc, Londons, W.C.2 


: 
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June $, 1952 ADVERTISER'S WEEKLY 


“TALKAVERTS’ TALKING MODELS , 


*Talkaverts’ are the supreme combination of showmanship and 
salesmanship, unlimited in appeal and application. Prominent 
National Advertisers for whom Talkaverts are already working 
include The Hercules Cycle & Motor Co. Ltd., Idris Ltd., Carrs 
Biscuits, Robinsons Preserves and Procea Bread. These go ahead 
companies are first in their field. Be first in yours. Write or 
telephone now for a talk by a ‘Talkaverts’ model ! 


You must SEE and HEAR them to believe! 


“TALKAVERTS’ .... LTD. 


Models that COMMAND attention because they talk 


Sales and Production Dept. COLLINS MUSIC HALL, ISLINGTON, N.! Phone CAWNonbury 3868 
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ADVERTISER'S WEEKLY 


Publications News 
And Notes 


—, 

look end Listen, the monthly 
ourna!l of audio-visual aids in edu 
cation, has been acquired from 
United Trade Press Lid. by Eastern 
World Lid The wope of the 
substantially 
nelude all modern 
methods of audio-visual aids 

>. . * 

Ninety-four Australian boys are 
at present touring Britain under the 
auspices of Sun-Advertiser Youth 
Travel, sponsored by The San News 
Pictorial, of Melbourne, and The 
Advertiser, of Adelaide, in partner- 
shup with the Overseas League. It 
is hoped that such visits will become 
a yearly event and will be recipro 
cated by visits of schoolboys from 
other countries. 


pour is to he 


. al * 
The Dally Gra are running a 
£1,000 photographic contest. There 
are SA sections The best picture 


f the week Moat promising pic 
ture of the month,’ Best holiday 
smap of the season,’ Best happy 
child picture "Best animal pi 
“Junior section.” 

* . - 

July issue of the Journal of the 
Royal Sanitary Institute will be a 
special congress number giving the 
first half of the proceedings of the 
recent World Health Congress at 
Margate 

= . * . 

The Whitethorn Press Lid., pub- 
lishers of Cheshire Life and Magpie 
have acquired Yorkshire Ubustrated, 
a monthly magazine 

. * * 


Time and Tide is to publish a 
weekly cartoon by Nicholas 
Bentley 

+ > 

Many stars of entertainment wil! 
be present at the News Chronicle's 
third stage and radio garden party 
at Stanley Park, Blackpool, on July 


. * . 

Motor Transport for June 7, 
which will be a “specialised trans 
port number ‘dealing with com 
mercial vehicles other than the 
orthodox bus, lorry or van, has been 
timed to coincide with the Mechani- 
cal Handling Exhibition and Con 
vention, which opened at Olympa 
on Wednesday, and the annual con 
ference of the Institute of Public 
Cleansing, opening at Harrogate on 
June 10 

. . . 
July seuc of Britith Lawna Tenais 


and Squash contains an exclusive 


t page feature by world chammon 
Frank Sedgman = entitled My 
Recipe for Tennis Success This 
issue is being backed by extensive 
consumer advertising in) Londor 
Manchester and Bristol 

> . . 


PROgress, shilling quarterly 
bulletin of public relations, pup 
lished by the National Association 
of Local Government Officers, has 
been revived after two years. In its 
42 pages the new issue devotes cor 
skjerable space to illustrating and 
listing the scores of films available 


on sal government and other 
public services 
o . . 


Photographic reproductions of a 
number ot -- from Sport a 
Cc are cflectively used in 
= c promotion brochure pre 

—s, MWiustrated Newspapers 
Binected mainly to potential readers 
it includes an order form 


More News 


During the recent six-day cycle race 


at Wembley, Hercules cycles were 
advertised on the track and the tele 
writer screen. Pictured chatting at 
the side of the track are D. Dz. 
MeLachian (right), director of pub 
lictty for Hercules, G. W. H. Gibbs 
(centre), a director of Reid, Walker 
Advertiane Lid., and Sobn Ballan- 
tye, editor of ft “National 
Journal (See Mainly Personal 
page 458.) 


* * * 

F. T. Vardley has been appointed 
advertisement manager of Hair 
fressers Journal, in place of 
C. T. Capel, who has retired. Pre- 
viously advertisement manager of 
Woman's Fair, and sinc 1946 
associate manager of Hairdressers’ 
Journal, Mr. Yardley has been with 
Odhams 15 years. Mr. Capel was 
manager of Hair- 
dressers Journal when it was 
scguired by Odhams Press in 
September, 1947, and has served in 
capacity ever since 
R. Green, formerly advertisement 
manager for Pearl, Cooper Lid 
has jouned Odhams as assistant to 
Mr. Yardley 

* * * 

G. A. Taylor, for many years an 

account executive with G. Strect & 


adverusement 


Co Lid celebrates his golden 
wedding on July 21 
* * 
Norman Kark arranged a 


luncheon given by Major-General 
J. A. Gascoigne, G.O.C. London 
district, and cmelrnen of the Royal 
Tournament, to 70 editors and 
overseas correspondents 


404 


About People 


Prank Stefani has | appointed 
editor of the Scottish Daily Mail 
Andrew Ferguson becomes editor 
in-chief 

* * . 

R. J. Hunt has been appointed a 
director of Pascalls Lid. poster 
advertising contractors. and of the 
associated companies operating in 
the west and south west of London, 
Surrey and Middlesex. Mr. Hunt 
first joined the group in 1938 as 
branch manager and was appointed 
group manager three years ago 

* o * 

Editor of the Galloway, 
Newton Stewart, J. Ridley 
who was recently awarded the 
Territorial Decoration for services 
in the Territorial ow j has just 


Gazette 


been made a Justice 


At Kemsley House, London, J. 
Cc , circulation traveller, was 
presented with a gold watch io 
mark the completion of SO years’ 
service with the company The 
presentation was made on behalf of 
Viscount Kemsley by BE. W. Cheadle, 
director and general manager of 
Kemsley Newspapers, London. On 
the right of the picture is E. P. 
Francis, circulation § director of 
Kemsiey Newspapers 


* * * 


Herbert Cooper, deputy works 
manager of Keliher Hudson 
& Kearns Ltd. has been awarded 
the Eric Bowater scholarship which 
covers 13 weeks training in all de- 
partments at Bowater’s Sittingbourne 
mills and lectures arranged during 
the winter for Bowater Staffs. 


Survey Gives Public Reaction 
To Hire Purchase System 


Nine out of 20 people have 
bought on hire purchase. Just over 
half of the people who have had 
experience of hire purchase approve 
of it 

A Mass-Observation bulletin = re- 
veals these facts and adds 


Buying totals were highest in the 
middle income groups c. 48 per 
cent of those carning between 
£4 10s. and £12 10s. There was a 


drop to 3 per cent in the under 
£4 10s. group, and to 32 per cent 
among those with a weekly income 
of over £12 10s. 

Income is a more important 
formative influence on habit than 
either age or marital status. Analysis 
by age establishes the biggest con- 
centration of non-buyers in the 
16-24 group (65 per cent); analysis 
by marital status shows that 79 per 
cent of unmarried people have 
never bought on hire purchase 

47 per cent of all items bought 
since the war on hire purchase 
proved to be furniture, and a 


further 18 per cent furnishings 
About two in five, even among 


those who approve of the system, 
do so with the specific reservation 
that it is all right for “sensible” 
users, or for “those with steady 
jobs.” 


NEW MEMBERS 
FOR THE A.A. 
New members of the Advertising 
Association § include Advertisers : 
Monsanto Chemicals Ltd. and 


David Cope Ltd 
Periodical and trade press 


Feonomist New Statesman and 
Nation, Builder, National News 
Agent, Games and Toys, and the 


Sutherland Publishing Co., Lid 
Printers type-setters, block - 
makers, and studios: Graphic Arts 


Lid 

‘ >o-e 

Herald’ Smiles 
Displayed in Timothy White's 
stores throughout the country are 
showcards supporting the Daily 
Herald Woliday Smiles Snapshot 
Contest 


June $, 1952 


Purchase Tax 
On Stationery, 


An appeal for the abolition of 
the purchase tax on stationery was 
made during the debate on the 
Finance Bill in Parliament last 
week. Mr. J. A. Boyd-Carpenter, 
Financial Secretary to the Trea- 
sury. revealed that between 25 and 
%) million pounds a year was ramsed 
from this tax, 

W. A. Wilkins (Labour) said the 
(ax was a serious matter for the 
printing industry The industry 
found self in very difficuk com- 
— with the printing firms in 
urope, and especially in Holland. 
There was already redundancy so 
far as labour was concerned, and 
unemployment was beginning. 

J. Grimond (Liberal) pointed out 
that the tax was introduced not 
primarily to raise revenue but to 
curtail consumption. 

Percy Holman (labour) said 
that although the tax would fall in 
the next year owing to the drop in 
the price of paper, it was a tax that 
was overwhelmingly a cost on pro- 
duction and on administration. 

In a letter to The Times on Tues- 
day, H. L. Morbey, chairman of 
the Purchase Tax committee of the 
Paper, Printing and Stationery 
Trades, pointed out that it had 
been estimated that more than 
2,500 people were employed full- 
ume in the administrative duties 
associated with the tax. 


‘ADVERTISER'S 
ANNUAL’ 

Late Corrections And 
Additions, 


In order to keep your 19st Annual up- 


to-datc, here are @ few late eaprestions 
and additions Piease 


ct 2 
MAIL, L. Off. 53 Fleet St EC 4, L. Tei 
L 


Central 4968; L. Rep. H. A eopoid 
59) 

Quan TIMES, | | 80 Fleet Mt 
z « “ Tel. Central 7 L. Rep 
%) 

‘SAL 1SBt RY & WINCHESTER Pi a. 
NAL, |. 7s (p.116) 
WORKINGTON STAR, L. ¢ $3 
Fleet St L. Tel. Cenwal 4965, 
L. Rep H Bn Lee p.127) 


«11S; mc.5; od. Tues tpub, Thurs: 
no mat. |. 3/6; 2/6; 13, 2/- 


tp.isl 
PORT GLASGOW EXPRESS. r 4 


L Of. & L. Rep p.139) 
CATERERS ASSOCIATION BUL. 
LETIN, cd. 2th of mth preceding: 
tpub. ist of mth (p.305) 
LUCIEN PRODUCTIONS LTD., 324 ° 
Grays Inn Rd, W.C.1; Terminus 1123 


k E . Rawlinson, A. W. Jackson, J. § 


LUCrEN PRODUCTIONS 
Mfg. Kaitwear Co. Led pA ang 
eal Co. Ltd; J. Beauchamp & Co. Lid: S 
Cooper; A. Davies & 0 


Clovhes Lid; F. Freeman (London) Lid: 
Frymann & Fletcher Led; Globe Clothing 
Co, Arthur H. Godfree & Co. Lid: A 
Goidberg Lid; Gulf oa ba - tain) Led. 
(par): Hills (Ni-Chi 


td, 

Lewis Lid: 

Mark Lewis (Marchette) Lid; W. Mac- 

©. Led; Mansell Humt Catty & 

Co. Ltd pastors (Fashions) Lid: Morey 

(Barnet) Lid. Nodor Briste Dart Co; 

! Kitchen aw Ltd; The 
A 


Swong & Co. Group: 

Tattersall Ltd; Universal Display 

Fiat ings Co t (insert p.419) 

397 & p.526) 

HAMPDEN PRESS LTD.. 5) Man 
chester St W.1; Wee, | 

549 & 600) 


SSOCIATED NEWSPAPERS LTD., 
onome Neo Chanc 4021 (Advi. p.756 


born $022 
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APPOINTMENTS VACAN 


Young 
Layout 
Typographer 
wanted 


With first rate Agency 
experience 
Appointments by telephone 
ERWIN WASEY & CO. LTD 
MAYFAIR 817) 


LAYOUT /VISU ALSSER. 
exits for a first 
Agency “He 
—— good 

Good mlary and bo 

Bou “s 30 Ad 


Opportunity 
jas man with Lo 


pencil 
dave this year 
Weekly 180 Fleet & BC4 


YOUNG ARTIST— 
DESIGNER WANTED 
for packaging, showcards, 
brochures, first class letter- 
ing and artwork 
J. EOWARD SANDER 
Rathbone Place, Ox 


ford %., W.1 
MUSeum 7788 


D> BIRD A SONS LIMITED. 
Devonshire Works Birming 
ham. i2 Makers Buds Custard 
Powder—require & Senicog Assistant in 
the Advertising Saics Promotwon depart 


ment Essential qualifications are: A 
sound knowledge of Advertising and 
Marketing preferably with previous 


arca essential 
shoulg be addressed 
Manager. giving foll particulars of ore- 
vious experience. education. etc 


LAYOUT ARTIST 
required 


A lettering and layout artist, with a 
knowledge of typography. required 
by the Publicity Department of a 
large engineering company Ex- 
perience of technical catalogues and 
publications an advantage, but not 
essential Five-day week, with 
excellent) working conditions 
Selected applicant, if suitable after 
six months’ probationary period, 
will be taken on the permanent 
staff and pension scheme 


Box 4552 
Advertiser's Weekly 180 Fleet 61 EC4 


LIVE CONTACT MAN with own print 
ing connections able to conduct more 
business wanted by progressive firm of 
London Advertusers and Colour Primers 
Successful applicant should have fair 
for Advertising though technical ex - 
ence mot necessary Must not be afraid 
of hard work and eside within casy 
reach of London Good salary and 
commission and al! reasonable capenscs 
= Write, giving detail . of exper 

and present turnover. to 
fox 4538 Ad. Weekly 180 F leet St EC4 


FIRST-CLASS 
TECHNICAL 
ARTISTS 


required. Wide engineer- 
ing knowledge essential. 
Top wages paid to right 
men. 


Write or ‘phone for 
appointment. 
STUDIO IRWIN TECHNICAL LIMITED 


Irwin House, Gough Square, EC 4 
Tel: City 2171 


| 
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MINTMENTS V 
w ANTED, 3 


CLASSIFIED ADVERTISEMENTS 


REPRESENTATIVES 


Two first class men re- 
quired for London and 
Birmingham by leading 
manufacturers of 


Only men with an exist- 
ing clientele and capable 
of earning over £1,000 per 
annum need apply 
Replies to Managing 
Director will be treated 
in strictest confidence. 


Box GAl SAMSON CLARKS 
57-4! Mortimer St. London, Wi 


SENIOR ADV 


ERTISEMENT REPRE- 
SENTATIVE required by jg mg 
group of publishing compan: a 

waies) ess id 


ence in textile (or allied 

a6 advantage bul oot casent 

ot age ans experience, in ‘al ae con 
mee 


ARTIST WANTED. Young iettcring 
a general artist, go Prospects, 
werking 9 aew Studio. 
Phone of write, Crest 


SENIOR ADVERTISEMENT REPRE- 
SENTATIVE required for Advertiser's 
W ekly Parucuiars of and ¢x- 


perence ed strict ce . to 
General Manager, 180 Fleet Sireet, 
EC4 
Goop LF AND LAYOUT 
ARTIST wanted for book and pericdi- 
= publishers rite giving — ot 
apericnce ang salary required 
Box 4578 Ad. Weekly 180 Fieet ‘Se Bc 


AGENT WANTED 


by first-class designer specialis- 
ing in exhibition stand and 
interior design. 


Box 454! 
Advertiser's Weekly 188 Fleet 6 EC4 


ASSISTANT ADV 
MANAGER required for established 
monthiy business journal Must be 
first class «pace salesman, preferably 


with experience of selling space w in- 
dustrial advertisers. Pagiculars = aac. 
record, etc, in strict confidenc to 
yeneral Manager Business Publications 
Led.. 180 Pleet Street, London, E.C.4 
PRINTER'S ORDER CLERK with some 
expenence required immediately. Apply 
Stating age. experience and 
salary required. Cockayne A Co. Lid... 
268 Waterloo Road, $.B.1 
COMMERCIAL ARTIST. 


First class all- 


des an for packaging 
shorwear and 
should be capable « 
imitative and preparing al! 
bieck makers and 5 Write, 
statlmg age and cuperience 

Box 4548 Ad Weekly. 180 Fieet Ss BCA 


Invoice typist required 


persone 
dyce Palmer Lid., 109 Kingsway w.c2. 


PICTURE POST 
OPPORTUNITY 


for layout men. We are capanding 
the makeup department of Picture 
Post. This makes room for two acw 
layour men. The sort of men we 
have in mind would have a flair not 
only for banding photographs and 
type bot amo for working ow tk 
logical presentation of & picture 
sory, the o& opportunity for 
intelligent, 


ing form of journaliam. Write to the 
Editor 
PICTURE POST 
43-44 Shoe Lane, London, E.C.4 


ADVERTISER'S WEEKLY 


APP 


TMENTS VACANT 


Excellent opportunities for 
experienced artists. 
Write or telephone for 

appointment to 


STUDIO IRWIN LIMITED 
IRWIN HOUSE 

11 GOUGH SQUARE, 

Tel: CITY 2171 


STUDIO REPRESENTATIVE required 
for commercial =m studio, Wrie, giv- 
ing full dewmils 
Box 4592 Ad Weekly 180 Fleet St BCs 

by CLASS Figure and General Re- 

macher wanted by icading Londoo 
Seudio work on National acooums 
J 7 joliday this your. Details 


Box 4546 Ad Weekly 180 Flee: St BC4 


c 2 nea tb required for 
pliey to command 


week 
pa 


of experience to 
Box 4590 Ad. Weekly 180 Fleet St BCs 


LEADING BRISTOL DAILY require w 
advertisement representative 
e 


CS = sclune pals: 
rite 
Bou 4° oy re Weekly aT) Fleet 7 bcs 


and need an experenced man to ex 
on Con Se lee ae 

be fully alive to bis 
requirements, and have the 
to initiate di- 
rections for the Creative Department. 
The man we want will command his 
own terms on proof of ability and will 
receive the utmost support. if you are 
the man send us fullest details as soon 
as possible 


Sex 
Adverticer’s Weekly 180 Fleet 1 BO4 


DISPATCH CLERK (Mate of 
ne used E 


wo ner 
The Half-Tone Engraving Co 
vad 


ferred 
Led.. | Farringdon Road, cA 


for one. 


know you deserve. 
want. 


The Sales Director - 


Can You Sell 


IN THE DISPLAY, 
SILK SCREEN 
EXHIBITION FIELD? 


If you have a good selling record in these fields, possess 
an orderly mind for detail, have energy, initiative, tact 


and personality—you are either in a good job, or looking 


We have another vacancy that may be just what you 
In which case you're the man we 
You should have contacts at Director level and a 
knowledge of their sales and advertising problems. 

The job is permanent and carries a salary, commission 
and expenses at the level you would expect. 


Applications will be considered in strict confidence by: 


Leon Goodman Displays Ltd. 
119 - 125 Whitfield Street - 


AND 


London - W.1 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


"OINTMENTS 


mn A POSITION 
weice staf of « 
meener im ome 


Ni 


avelablc 


it r 
4 Strand 

Cy fiom have opening for 
ong arti with meas for design 


acccrding to at 
Weenty 10 Fleet ‘st “pos 


TOP LAYOUT 
ARTIST 


GEE ADVERTISING 
LIMITED wish to appoint 
another rorP LAYOUT 
ARTIST He is offered a 
permanent position with a 
group and a 
salary, with really 
prospects for the 
must be young 
capable of 


highly creative 
generous 

substantial 
future He 
and ambitious 
close colla 
Copywriters 
Executives presentation 
and, from time to 
finished artwork of the 
highest standard The suc 
cessful applicant will work on 
a group of important accounts 
which demand creative and 
orjgmnal thinking 


producing — in 
boration with 
and 
roughs 
une, 


Apply in writing only, enclos 
ing specimens of work in its 


original form (not 
returned, 
full details of 


eApenence 


GEE ADVERTISING LIMITED 


WELFORD ROAD AND CARLTON STREET, 
LEICESTER 


pulls) 
and 


previous 


which will be 


& AVOUT 


letter “ 
‘ 


two MEN required 
firwety 


counts 
ly 180 Fleet Se 
FRING 
R etoucher 


arrangements 
for iMterview staung 
w 
Ad Weekly 
ENPERIENC BD, 
od 


180 Fleet & ECS 
ALL BOL ND 


experieme and 
vew &© 29 aDIXnImment 

apn ime ns Kingsoott Advertising 
Kingeoort as vase, 62 Pleet Street, Loo 
don « 

srt TON VACANT for youns man 
single proferred to undertake layout of 
mhedule for advertiing must be with 
experience and references, Ro 
Smarts Circe. SM Choorges Cuter 

Windeor Berks 

ASSISTANT SALES MANAGER ©: 
qured by a Manchester firm of Men's 
Outfitters with about 1) retail branches 
Trrowehou country Advertising 
and wimhow — CAIpehiche cwsenta 
Apply giving st details of previous 
experience and salary required 
Bou 4575 Ad. Weekly 1m Fleet Si BC 
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CLASSIFIED ADVERTISEMENTS 


VACANT 


emewerteg these adverthemests must 


omeagrmece! persons 
& Leeal Office of Ge “ities of taken nse 
Bos 


Vacancy for JUNIOR 
PRODUCTION ASSISTANT 


(Age 20-25) 
who has some Agency or Ad- 
vertising Department expenence , 
working knowledge of Blocks, 
type printing a neat and 
orderly ound, a sense of respon 
sibility, enthusiasm for his job 
Applications, ating age. cxperionce 


MAN oes DIRECTOR'S PERSONAL 
ASSISTANT rcaqumed by medium 
London Agency 
fatronal acoounts 
a o> for 4 talented young man deter- 
make bie mark as an Adver 
and able to prove that 
ot a dvetrwmmp with 
Agency in the not oe 
Requirements are (1) LPA 
Baperience with s 
(3) Eaperence as 
“4 Experience 
Executive and seeing through 
requirements on own imtiative Our 
staff! know of this appointmen: 
Mating commen 
f 


oe salary required, 
Box 4610 Ad. Weekly 180 Fleet St BC4 


OPPORTUNITY 


age not over 35 to take prominent part 
in tiwe emall Advertising Agency with 
view to taking over contro! if suitable 
Write stating present job and ex- 
perience on one page 

Box 4572 
Advertiser's Weekly 180 Fieet 61 ECS 


RETOUCHER with experience of Tech 
akal Rewuching for London Studio 
a Miday year and good salary to 


8 

hs ”" 4929 Aa. "Weekly 180 Pleet St BC4 
VANTONA TEXTILES LIMITED have 
y for Junior Male Assistant io 
Department Age 20/22 

Knowledge R f, nting will be 
vantage oly by letter to Head 
Office, 107 Hitlens St.. Manchester, | 


LAYOUT MEN 
REQUIRED 


London Agency requires two 
first-class layout men. Appli- 
cants should be between 20 and 
35 years of age, and should 
have at least four years’ agency 
An ability to 
suggest figure work adequate 
ly for layout purposes will be 
a definite advantage 

Pre-arranged holiday 


experience 


dates 
will be given generous con 
sideration, and details of the 
company's superannuation 
scheme will be fully discussed 
with the successful applicants 
Nil applications (which will 
be treated with extreme con 
fidence), should give brief 
detailg of experience, age and 
salary desired 


Box 456 
Advertiser's Weekly 180 Fleet 6: EC4 


! 
' 


COPYWRITER 


vacancy for « keen and 
copyetiter two 
»0 mainiy 


lars and salary capected, picasc, wo 


Box 45% 
Advertiser's Weekly 188 Fieet 61 EC4 


OUNG LETTERING ARTIST 
by manufacturers in West 
General art work. design 
finished lettering, knowledge 
ge Interesting 
rte giving details of experience, agc 
ang salary required to 
Box 4576 Ad. Weekly 180 Fleet St BC4 
REPRESENTATIVE REQUIRED w se!! 
adverisement apace in high class toch 
meal publication wen 4 Mabe 
industry responsi>i lity 
to suitable applicant 
applicants will not be con- 
ae — of business 


requ red 


career are giv Wr 
Box 4609 Ad Weekly 180 Pleet St BC4 


PRODUCTION 
ASSISTANT 


We want immediately another 
Production Assistant. He 
must know Agency routine 
and be capable of organising 
all production work on a 
number of accounts. News- 
paper experience an advan- 
tage 

Apply by letter giving 

details of experience 

age and present salary. 

to:-—~-Managing Director, 


TIBBENHAM 
PUBLICITY LTD. 
244 High Holborn, London, W.C.! 


YOUNG WOMAN (oot over 25), wanted 
in busy — magazine Subscription 
Depar.ment revious actual cxperi- 

& subscription 
ang successful applicant 
intelligent 
able © type She 
initiative and not be 
rility Progressive 
imeresting job for rght person, in $- 
day week Imperative state age and 
wages soguted to start carliest possible 
Box 2777 Queen Victoria Street, 
London, & é ¥} 

AN ADDITIONAL YOUNG, but ecx- 
Perienced production assistant is re- 
quired by progressive agency w handle 
group of accounts, including Block 
ordering, maintenance of records, 

day week Write, Crane 
és: 9 Quality Court, 


BEGINNER 


‘ DIO. (Roy 16 
years) required 


i? 
Studio duties 
through Labour 
instance on 


Townend-Samith 40/41 Conduit 


Street, London 


SPACE SALESMAN wanted for busines 
publication Experience 
advertising field an advantage 
details to 
Box 4582 Ad. Weekly 180 Fieet St BC4 


Experienced SALESMAN 
of proven ability required by 
large London firm of exhibition 

contractors. Apply 


Box GA. TI! 
4/7 SALISBURY COURT, FLEET ST., E.C.4 


EXPERIENCED SECRETARY 
Director of important Advertising 
Agency Accurate ste: and 

— wee of display typing casen- 

te rr 


Box 4579 Ad. Weekly 180 Pleet St BC4 


| 


amy ERTISING 
a 


HOW ARDS 


PRODUCTION. \ 


June 5, 1952 


NIMENTS VACANI 


AGENCY have vacancy 

veratiic and cnMusastoc copy 
layout man The position offers 
»~ppostunity for 


indusrial or similar 
Appixations wil be 
strates confidence puine full 
details of age, experience and salary re- 
quired to Managing Director, Powney- 
Parker Publicity Services Lad.. Kings 
Arcade, Bradford 
PRESS ADVERTISING 
LTD., 97 Bridge Sureet. Manchester, 3, 
Agency -trained Arust foe 
Producing 
sod = kK in line, wash 
a colour eliemt opportunity for 
young all-rounder Phone 
bi Acktriass 6771 


TECHNICAL ILLUSTRATORS required 


in Giloucestershwe with cxuper 
preparing perspective 
other Miustrations§for 


Seabee samples 
Box AC 72900 Se 
Mortimer Sweet, 


Vacancy exists for first 
class man with Agency ¢uperience and 
knowledge of blocks. typesct- 
Good salary and holidays as 
Apply in writing ons age. 

experience and salary required 
Box 4410 Ad. Weekly 180 Fleet ‘St ECs 


JUNIOR 
COPYWRITER 


HARRODS have an im- 
mediate vacancy for a young 
man or woman with some 
previous experience of 
Store copywriting. He or 
she must be anxious to 
learn, adaptable and—above 
all else—enthusiastic. 


Write in the first instance, 
in confidence, to the Staff 
Manager, Harrods Ltd., 
London, S.W.1, giving full 
details of previous experi- 
ence and salary required. 


KEEN AMBITIOUS YOUNG 
under 


National Service com- 


C. W. Francis, British Medical Journal, 
British Medical Associafion, Tavistock 
Square, London, W.C.! 


MEN 
30), who feel that they have a 

flair for selling. required by well-known 
group of periodical publishing com- 
tram as adverusing space 
Commencing salary, 6 a 

increasing with results obtained 


Write 
Box 4608 Ad. Weekly 180 Fleet St BC4 


HAVE YOU AN EYE FOR SITES! 
Experienced Site Finders required by 
Outdoor Advertising 


available to the right men. Commission 
Write, giving full 


Advertiser's Weenly 180 Fleet St ECE 


JUNIOR 


== ALISER. 


capable of 


modern Fleet Street agency 

artwork is mot cxpected from him but 
a wosking knowledge of typography is 
essential This s a really progressive 
position and he will work with a happy 
team with ample scope for eniar 
his experience and applying his idcas 
Salary according w capatulitics. Our 
staff know of this advertisement. Wrac 
with brief particulars to 

Box 4543 Ad. Weckly 180 Fleet Si BC4 


’Phone your Classifieds to CHA 8844 (Ex 2 5) 


. 
eC = PC 
. 
rhreer *” 
the nal . pis 4 
reomad soe. | APPOINTMENTS and 
s & necome os ! ever 
through agence Ime 45) mao must and af ma F = ageomy 
Situations \ acaat 
t svt tem ion ond “dt s 3 bu 
rade gree to hast? dppotimer:, | tt made throng Scheduled Emplorment OTST unio ihe maope of per 
i Pull dew miuding 1 “J t date to Agency @ the aged 16-99 inctusive sonnel with cxuperience in the Adver- 
“4 hon 8) Ad Weekly [nO Pleet St C4 | Sales he OF dhe, or Ge employment, is excepted from the provisions of the dsing Desa m of & Deparimenal 
hee’ RUMALS, CROWTHER & SICKOLAS Netiention of Vacancies Onder 1982." | 
y tip quae © Secretary shariggnd [EEE ET 
he ‘ y pest an is as ams et ant te 
; Research Oficer Somme experience of | eC 
: Market Resear & desirable Write, | These is 8 
7 rfute m givme if jetaile * onerectic mi 
a e : 2108 slaty work woh « 
ep reau j wade and ? s n 4 
~ Led | j oma Lond As parthu 
a amiwt | eee 
a been ¥ } 
Sil wher with ‘ ‘ monabie | 
“ae feure work » ‘ atur- | 
- lays = Salary | — 
wee fen 4974 Ad 
ae end salary — 
mo) Stowe 4 Bowden Led., 6 Stratton &., W! emng 
‘EAF ee ne . ” cx 
<a | penmence ary 
og | required Pos 
ey BG sible to maon 
ap — Clarks Lon 
ae Se don, W 
Pa 
ide * 
—— 
. a : 
— —_ 
fi . | 
| ; a | 
ae : j 
4 | P| 
. y | ceiiailiindias | 
| | | 
3 : es 
Sa | : | } 
ae } 
ee a 
P25 
care ° | 
ae : - i 
ee Oe 
Petia 
ioe | 
EA! : 
f H 
| 
o Po po 
oom —_— 
if § 
Heir ee 
Panky 
Sis ‘ COPV CORK 
“) a ee pleted. Good prospects; salary com- 
7 | mensurate with experience pension 
} 
oo 
. | 
: aw 
: t icant | 
: five : about 30. 
4 for of caw Agemy 
Pas work ing o = Apply 
Pes Hox 45°) Ad W kca 
3 Pimst CLASS | Lay- | 
i he a “n —— — 
a formance sts Ex 
4 aud 
Bs ene | 
q Bas operating in London and Provinces, 
% a” Permanent positions offering generous 
‘ ant salary and excellent possibilities are 
a 
o 
ae 
Young man 
" rt class layouts 
f med f ermal! 
a 
ip — — | 
« Pe 
4 = . - | ee 
a 
: ee 
“ . 
Ga ! : . as — r 7 ! z an 4 
sf nes es SS) heats Bet m ee ae ee o_o 
\ a Bic, ae Pe. } ees a ge aol. 
} bt en > an ee fa, ae ey aes: oes 2 i ee ai Be Wea” ou) eS ne ¥ 
a ee 6.” ESD Ths S|. ae Ep eee s. Bs a i ee a. | eee 


June 5, 1952 


IMENTS VACite: 


ESTABLISHED LONDON STULDSO re 
gre god si-round Aru 
Lettering Artust Must be Gret clam 
mee Holidays as arranged. and good 
saiary offered Apply oo firs: instan« 
to 
Bou 4589 Ad Weekly 180 Pleet S: EC4 

A LETTERING ARTIST. _~ op lane 
man required by London Sw 
Box 4580 Ad. Weekly 180 Plect St BC4 


APPOINTMENTS WANTED | 


Are You interested in 


OUTDOOR 
ADVERTISING? 


if So You Need a 
Specialist 
After twenty years as manager 
largest 
agencies | am now available 


in one of London's 


to take a post with a first 


class agency or an advertiser 


requiring one with a very 


sound knowledge of this 
medium. 


Box 413 
Advertiser's Weekly 188 Fleet &: EO4 


UNDER #. 
ect of well-known group of Companics 
secks position offering more subsianual 
prospects of advancement Twenty 


Successful Publxrty Mana 


Special interest in and flair for techni 
Would combine pubii- 
city with sales responsibilities. prefer- 
atiy working from 


. 3 Berners Sirect, London, 


i 
INTERESTED in bDiock-work cconomics’ 
Perhaps my 20 years aligound exper) 
ence can help yo 
Full-time or part 
Box 4597 Ad Week! y 180 Pleet St BC4 


— of the rut 


Part-time PUBLIC of PRESS RE 
LATIONS work sought by 
with & good publoity 
and public relations caperience, plus 
first class contacts 

Box 460! 
Advertiser's Weekly 180 Fleet 6: EC4 


woman 


pour mal istic 


MALE. fancy-free and nearly 27. re 
qurcs position 45 asestani acounm 
executive Wide experience in adver 
tene with both clhent and agency 

werlng work, print, press 
display and ¢ ns Any offers to 
Box 460) Ad ky 180 Pleet St BCs 


Do you ‘sell East of Suez? 


A wp flight advertising executive 
(agency trained) with considerable ex- 
perience of Australian and Asian 
markets will be pleased 1 contact 
interestey concerns 


Seven years’ practical experience of 
Visualising, Copyeriting. Production 
and Agency Branch Management and 
on the spot" experience of Media 
and Market Research 

Age 28 years, British. Public Schoo! 
and Universky Education. Avaii- 
able for interviews in London after 
July 10th, 1952 


Box 4528 
Advertiser's Weekly 180 Fleet Si ECS 


ADVERTISING MAN, 
round 


experience —agency editoria! 


D.A.A all- 


a 


APPOINTMENTS WANT 


SHORTHAND-TYPISTS, Private Secre- 
s. o if you are in_urgem 


Eacel 
(Wilkens S924) We speculiee 
efhoent 


WHAT WOULD YOU OFrrer 
for a good FIGURE ARTIST’ Car 
you always FIGURE the whim of 
your client’ tu artist has @ stylc 
= cach fingertip. be could De the 
one w& help you throw your cares 
(Aguratively 
window akong with the 


Advertiser's Weekly 180 Freel 6: ECA 


EXPERIENCED PRODUCTION MAN, 
with Admunistrative and Spece-Buying 
cupersence. desires change 

with ny London 
Replies pcasc 
Box 4600 Ad Weekly 180 Fleet St BCs 

ADVERTISING MANAGER, 31. socks 

change Creative design. copy are 

ducuon and planning House organ 
editing 

Box 460) Ad Weekly 180 Fleet St BC 4 


GROUP 
ADVERTISEMENT 
MANAGER 


Capable of taking complete 
control of technical journal 
group where drive and initia- 
tive will result im increasing 
rewards 


Extensive ecxperience with 
publications covering many 
fields, plus first hand know! 


edge of launching new media 
Sales staff supervision and 
control, Age 39 
For preliminary 
please write to 


interview 


Box 4612 
Advertiser's Weekly 180 Fieet St EC4 


ACENCY- TRAINED. DAA O. al 
eaperience. secks changec 
180 Fleet St ECs 


round eritng 
Box 4599 Ad Weekly 


FREE LANCE ARTIST offers you « 
service in Posters. Showcards, Iustra 
tions, Bookjackets and Fashion Pilates 
Box 449) Ad. Weekly 180 Ficet St EC 4 


TO MANUFACTURERS 


help you?—I can offer an 


ton beckrraund—Picase write of 


me 
prow’ 1. G. SIMMONS, 
% Langley Way, Watlord. Watlord 9630 


BUSINESS OPPORTUNITIES 


STEROLAST natura! colour three 
sonal pk tures A wonderful new way 
of showing and seiling your products 
Astounding!y realistic Far superior 
w ordinary photographs Pocket size 

otax (1 » Lid 


70 Charloue Sweet, London, W.! 
Phone: Langham 6272 


SHOW CARDS, CUT-OUTS 


Adverusing 


Fine Colour Printers. Bour 

Teles 36835 
leet St... B.C4. 
CEN«al 1740 


ACCOMMODATION 


phone Boscombe 
Loadon Office: 98-100 F) 
Phone 


manufacturers department, would we'- 
ome change 
Box 4598 Ad. Weekly 180 Fleet St BC4 


WORKING STUDIO Of « I) Ante- 


room, w sore, th Swi Suit 
atic drawing office i. ces 
Rem 4) Vacan! 

Bos 4557 Ad Weekly Teo 5 Fleet St BCs 


ACCOMMODATION 


NEW BOND STREET ovtice 
with we of interviewing room on ind 
floor Suiabie prov uncial 
Pubtuahen clephonm 
(eet «° ‘atiadie (pert-tmme) if required 
Rem £150 pa 
Bon 4604 Ad. Weekly 180 Piee: St BCs 

Ear! + Count. sultable for 


ft 
180 Fleet St BC4 


SALES AND WANTS 


ADDRESSOGRAPH 8B Record Frame 
wanted in larec 8 quantitics 

sample and to Spore 
CDewick 


amied 
on 4606 Ad. Week'y 


Grove 


424 reams of double sed 
white artpaper Size 12 in. by 41 in 
Weght 92 Ib. per ream (500s) Marker 
price Of reasonable offer 

Box 4607 Ad. Weekly 18) Pleat St BC4 
Rotaprint a Mululith 
machine Must be of first class order 
Mate datc mfr OMage scocmsoTiCS 
where secn howes Oriee 

Box 4605 Ad Weekly 180 Ficet S BCs 


COURSES 


CANDIDATES FOR 
THE A.A., LILP.A. and LS.M.A, 
EXAMINATIONS 


are offered a coaching service 
which won remarkable 
successes, including a large per- 
cen of the A.A. Diplomas 


awa in recent years and 
1.S.M.A's Pickup Medal in 1944, 
1946, 1948, 1950 We also 


offer non-examination Courses, 
both comprehensive and 
specialised, in modern Advertis- 
ne. Salesmanship, and Sales 
oy Send for our 28- 
let ‘Advertising’ or 
Pesleamanship and Sales Manage- 
ments"’ (36 pages). Each is pack- 
ed with practical information. 
They are free. So are the willing 
services of our Advisory Depart- 
ment. 
IMTERMATIONAL CORRESPONDENCE 
scuoots t'o., Dept. Aw. 
al Bidgs., Kings wea 


5 L ANNOUNCEMENTS 


See May !5 issue of Advertiser's 
Weekly, pages 338-339 and 34! 
for the Advertising Services 
& Supplies Section. june !2 
will be the next issue con- 
taining these Services. 


| 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS MiRCLCOME 


ils your Publication 

Printed to your 

Satisfaction ? 
With the installation 
of additional plant 
@ London firm of 
printers is now able 
to accept the 
production of one 
or two periodicals 
or house magazines 
with a limited H 
circulation. ; 
The service offered 
is reliable and the 
utmost co-operation 
will be given. 


Box 60 
Advertiser's Weekly 188 Fleet 6 BO4 


OLD ESTABLISHED Printers having in- 
stalled additional plant, now have capa- 
city for periadical and general work 


Prompt deliveries. cacellem quality 
competitive prices Feliz MeQGlennon 
lid., City Garden Row, City Road, 


Londoa, N.1 Clerkenwell 2765/6 


FINE ART & PERIODICAL PRINTERS 
Modern organmation and plant Regular 
road collection and delivery service to 
London (35 miles). On main line. Ask 
for Lender representative to call 
Printers to the trade for $0 years 
WH. CARLING & CO. LTD. 
Hitchin, Herts, Hitchin 93 


Ne ee 
nl . 


MIDLAND PRINTERS have capacity to 
take additiona) periodical work 
Modern equipment and latest Linotype 
faces. Reliable service and workman 
ship guaranteed Facilities for 
Geapsiching © wholesalers, retailers, 
private subscribers, te Insutute 
Peinting Works Lad. Yardley Wood 
Road, Birmingham, 14 


Arrangements for Press 


ONE DOVER ST.,t 


UNITED STATES 

MAIDEN VOYAGE 

Leaving New York on july 3rd. Arriving Southampton 
approximately 6 p.m., July 8th. 

coverage of the arrival of the 

UNITED STATES LINES COMPANY'S 

new superliner are now being completed 

All inquiries for Press facilities, information or 

material should be made as soon as possible to 

W. H. T. TAYLEUR 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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REGISTERED 
IT GP.O. AS A 
NEWSPAPER 


ADVERTISER'S WEEKLY 


THurspay, June 5, 1952 


Advertiser's 


Weekly 


S. a vopy 
52/6 a year 

Post free 
$5/- (overseas) 


is also the infinite capacity for 


PRINTEGRITY 


joining with 


you in sending what printing you want, 
when you want it, as good as you would 


want it. 


We would welcome your enquiries for letter- 


press and blocks. 


Or offset lithography and 


deep etched litho plates~particularly for 


periodicals, books, booklets, 


posters, maps and broadsheets. 


If you and we agree a date for 
will not be disappointed and 
remain long after the price 


catalogues, 


delivery you 
quality does 
is forgotten. 


Goodwill and extensive plant ensures that, 
just as it makes for quality and acceptable 


prices. 


SD 


Telephone : ROYVal 1731 (10 lines) 


We are, yours, faithfully, 


FOSH & CROSS LTD 


80-92 MANSELL ST. LONDON, E.1 


Telegrams : 


STOP PRESS 


SOAP FIRM 
| OFFERS PEARLS 
ot Apne ty ye 


Pictorial,” t 
“Daily Herald,” “ 
“Picture Post,” “Silver ” and 
“Picturegoer.” Press ads. are sup- 
ported by new ———'s 

Agents: J. 
Thompson o~ Led. 


51 young came sdverthing people from 
all over world and number 
young Danish advertising men and 
women expected attend “Youth ‘n 
Advertising” Conference, Copen- 
hagen, Jane 16—21. 


Johan C. Pugh, one of best-haown 
| | Army P.R.Os ‘ithe British Forces 
| im Europe for the past six years, 
| has joined Voice and Vision. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led. at thew office at 180, “Fleet Ser 
June 5, 1952. Printed in England by Staples Printers Limited at their Great Tichfield Street Lendex establishment 


ect J E 4 Phone: Chancery 8844) 


of women's Loo 
magazines a } — 4 
Lad. — took over this account. 
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